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FLEET ADMINISTRATORS: 
CHECK THE FIGURES 


MERCURY COMET 

HAS THE HIGHEST 

COMPACT RESALE 
VALUE... 


The chart tells the story. No other compact brings back as much of your fleet 
investment as Comet. And this is not your only saving. Initial cost is low— 
Comet is priced with or below most other compacts. And the upkeep cost is low 

-thanks to Comet’s service-saving features. Oil changes 6,000 miles apart, 
anti-rust, anti-freeze coolant goes unchanged for 30,000 miles or 2 years, spark 
plugs are self-cleaning. A longer wheelbase than other compacts (by as much 
as 7.5”) enables Comet to offer more room for people and luggage, and a sclid, 
big-car ride. And Comet—the only compact with fine-car styling—is a car a 
man can drive up in proudly. Get more information about Comet—with em- 
phasis on its high resale value—from: Fleet Sales Manager, Lincoln-Mercury 
Division, Ford Motor Company, 3000 Schaefer Road, Dearborn, Michigan. 
LINCOLN-MERCURY DIVISION « 1962 MERCURYS e PRODUCTS OF: Sad )MOTOR COMPANY 


CHECK THE FIGURES! HERE ARE SOME REPRESENTATIVE EXAMPLES: 


WHOLESALE 
USED CAR 
PRICE GUIDE* 


Used 1961 Comet Price Advantage Over Five Popular Compacts 


Example Example Example Example Lxample 
1 2 3 4 5 


AUTOMOTIVE MARKET REPORT 


$170 $150 $125 $225 $65 


NADA 


$210 $155 $190 $225 $155 


RED BOOK 


$120 $90 $115 $240 $100 


GALVES 


$125 $139 $146 $238 $109 


BLUE BOOK 


$50 $175 $175 $300 $150 


AVERAGE 
(ALL FIVE BOOKS) 


$135 $142 $150 $246 $116 


COMET USED CAR VALUE 
ADVANTAGE 

After Adjusting for New Car 

Wholesale Price Differential 


$180 $111 $71 $221 $41 


*Based on latest available used car values of comparably equipped 1961 models. 


sales talk 


December 15, 1961 issue 


A media salesman was asked by a prospect "Does your book reach 
enough executives?" The salesman's answer: "How much 
is enough?" All the executives in the land or just 
all those who stand to benefit from my magazine's editorial product 
and who are provably in the market for the product you advertise? 

It is this latter circulation policy that we vigorously pursue." A 
good line for business magazines, class and select audience publica- 
tions. 


And this reminds me to suggest that we might spend more time spelling 
out the "mental set" or attitude of mind our subscribers bring to their 
reading of our publications. After all, you're not going to try to 
prove that your subscriber has need only for the perspective he gains 
through exposure to your magazine. You wouldn't get away with such 
specious argument and you'd look pretty foolish trying. 


We should be selling the virtues of climate, environment, atmosphere - 
call it what you will - that results in achieving maximum compatability 
between editorial diet and mood of the reader. This is an asset to the 
advertiser's cause providing he gets in step with his copy approach. 


For example, we know that responsible, successful sales~-minded execu- 

tives must read publications other than Sales Management. When they 

do they seek information and ideas in areas beyond strictly sales and 

marketing. Their "mental set" is not what it is when they read Sales 
Management. Attitude of mind sounds pretty pompous but it's the very 
pulse beat of what we offer our advertisers. If it didn't mean any- 

thing, there would be fewer magazines around today. 


Since we won't be 'SALES TALKing' to you until next year, all of us 
at SALES MANAGEMENT want to take this opportunity to wish you a very 
Merry Christmas and a most healthy and Happy New Year. 


gi \ (ondy\, Sour. 


Randy Brown 
Executive Vice President 


S ales M anagement 


MAGAZINE MARKETING 


‘SALES TALK’ IS DISTRIBUTED TO Sales 
Management ADVERTISERS AND PROSPECTS 


TTT” SEE 


GOING PLACES 


Hughes Tool Company's Aircraft Division promotes its new ‘‘compact’’ 269A helicopter to business 
executives on the basis of lowered costs for increased mobility. Hughes advertises to 750,000 
active, on-the-move businessmen in Nation's Business to reach officials in giant corporatfons with 
far-flung facilities; and the hundreds of thousands of owner executives in medium-sized firms, 
whose competitive pace requires fast personal transportation. Purchase of corporate aircraft 
requires a top-level management decision .. . and 8 out of 10 of Nation’s Business readers are 
top-management executives; highest concentration ofinfluential officials of any business or news 
magazine. If you have aircraft... or any other business goods or-service . . . to sell to the busi- 
ness market, sell the whole market: the 750,000 businessmen with authority to buy who read 


Nation's BUSINESS wasnincTon/ADvERTISING HEADQUARTERS—711 THIRD AVENUE, NEW YORK 17, N.Y. 


a) 


Photo by Arnold Newman 


A_man with a large view—who sees the whole pic- 
ture—knows where businesspapers fit. Experience 
tells him it's right at the top . . . for this is one 
medium that puts the marketing pro to the test 
It takes first-sate ability to plan ads that interest— 
and sell— businessmen . . . in businesspapers. 


Advertising 
in businesspapers 
means business 


... Like sparking a seven-fold increase 
in sales of an established product 

(as it did last year for one advertiser) , 
or speeding nationwide distribution 

of a new line and helping boost 
first-year sales 50% above forecast (as 
it did for another). Businesspaper 
advertising works because it exists in 


an atmosphere of action. 


@O @ 
Good business advertising works best in 


a good businesspaper — 
a bought-and-paid-for ABP paper. 


ASSOCIATED BUSINESS PUBLICATIONS - 205 East 42nd Street, WY. 17, WY 
201 WN. Wells Street, Chicago 6, Ill. + 333 Wyatt Building, Washington 5, 0.C 
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A_man who knows his way around in advertising 
knows that businesspapers take special talent, 
special pains—and pay off in special rewards, special 
satisfaction. For here you’re talking to fellow pros— 
men as impatient with the trite and dull and com- 
monplace as you are yourself. Selling businessmen 
always calls for your best . . . in businesspapers. 


Advertising 
in businesspapers 
means business 


. .. because businesspapers are 
the most direct, penetrating 

and economical way to cultivate 
specialized markets. Remember, 
all good selling is specialized 
and nothing specializes like 

the business press. 


¢ 
Sogn®” 


Good business advertising works best in a 
good businesspaper—a _ bought-and-paid- 
for ABP paper. 


ASSOCIATED BUSINESS PUBLICATIONS + 205 E. 42nd St. N.Y. 17, WY 
201 N. Wells St., Chicago 6, II}. - 333 Wyatt Building, Washington 5, D. C. 


Isn't one fleetcar 
finance leasing 
plan the same 

as another ? 


Many companies— investigating 
finance leasing — note a similarity 
among the various plans. It’s this 
similarity that makes all the differ- 
ence to the user of 25 or more busi- 
ness cars. For him, the vital question 
must be: which lessor can buy new 
cars for less, sell them used for more 
—anywhere and everywhere? Only 
Hertz has the extensive, nation- 
wide marketing facilities, experi- 
ence, and skill to get the maximum 
return for this multi-car user. That’s 
why so many of these companies 
now equip their men with brand- 
new Chevrolets, Corvairs, or other 
fine cars, under a Hertz 25-PLUS 
Finance Lease Plan. (Note: many 
other companies find a Hertz Full 
Maintenance Plan— serviced by 
America’s most complete car main- 
tenance operation —fits their needs 
best.) Use coupon below for addi- 
tional facts about all Hertz Fleet- 
car Leasing Plans. 


HERTZ FLEETCAR LEASING, 
Att. H. F. Ryan, V.P 

lhe Hertz Corporation, 660 Madison Ave. 
New York 21, N. Y Dept. D-1215 


Please send me your new fleetcar leasing book- 
let. | am particularly interested in Finance 
Leasing Full Maintenance 

NAME 
POSITION 
COMPANY 
ADDRESS 
CITY & STATE 


NUMBER OF CARS OPERATED— 


Letters to the Editors 


Address: Sales Management, 


‘human relations’ probed 


Congratulations on your article “To 
Hell with Human Relations” [SM, 
Nov. 17]. Regrettably, these managers 
are not acting out of genuine con- 
sideration for their fellow man. If 
they were, different courses of action 
would be taken. They are fear moti- 
vated and think “human relations” is 
a popularity contest. 


Ropert R. PAULEY 


President 
ABC Radio Network 
New York, N. Y. 


. . The most timely article I have 
seen in a long time. Keep hitting 
away at such pointed and rudely 
awakening subjects and I know that 
we can put the “American” way back 
into effect. 

H. M. Parker, JR. 


Director of Sales 
Jarman Printing Co. 
Charlottesville, Va. 


When Don Scott wrote “To Hell 
with Human Relations,” I suspect he 
felt he was applying shock thera; ,y 
and that he anticipated some dis- 
agreement. ... 

He feels that directiveness and ob- 
jectivity are the qualities that “ten 
different people look for most in a 
leader.” Should he qualify it as 
judicious directiveness, Ill buy it. 
Directiveness can sure as Hell ruin a 
sales force if the director’s course is 
way off beam. 

As a definition of “Human Rela- 
tions,” Mr. Scott offers: “Recognize 
the social, psychological and _ eco- 
nomic wants of employees in order 
to achieve maximum productivity.” 
He advocates to Hell with all of this. 
A few breaths later he recommends: 
“Recognize a job well done, instill the 
desire to excel, and provide fair pay 
and fair play.” In my opinion, these 
recommended suggestions come under 
the category of human relations. .. . 


FRANK J. ERRANTE 


District Sales Manager 
Burroughs Wellcome & Co., Inc. 
Tuckahoe, N. Y. 


“To Hell with Human Relations” 
should be followed by a similar article: 
“To Hell with the ‘Smart Alec’ Sales 
Management Outside Experts.” 

If “Howie Barnes” actually exists 
as a national sales manager he should 
have his side of it printed in SM, or 
sue you... . 


630 Third Avenue, 


New York 17, New York 


If all the savings of 12% and up 
forecast by outside experts material- 
ized, we would not have Howie stick- 
ing his brave little neck out. . . . 

If Howie were offered 10% of the 
12% maybe the idea would have been 
tested. ... 


E. J. Reis 
Chicago, IIl. 


‘the senior market’ 


... I think Gerber’s and H. J. 
Heinz would have especially appreci- 
ated your article on “The Senior 
Market” [SM, Oct. 20] a few years 
ago. Both, as you know, tried to sell 
seniors the same way they sold others, 
and while the cost was substantial, the 
result—failure. 

If you can prevent others from mak- 
ing such gross errors, you will pro- 
vide an invaluable service. . . . 


Joun J. Smiru 


President 
Harvest Years Publishing, Inc. 
San Francisco, Cal. 


‘towering executives’ 


Thank you for making me a mem- 
ber of the Tall Boys Club [“The Edi- 
tor’s Side Pocket,” SM, Nov. 17]. My 
first appearance in this society came 
at a very tender age. We used to 
have a principal of the primary 
school in Winthrop, Mass., whose 
name was Pa Douglas. Pa used to 
have a whistle and he would walk 
into the room, blow his whistle and 
say, “I want four boys to pick up 
papers. You, you, you and that tall 
boy in the corner.” . . . 


Joun K. HERBERT 


President 
Magazines Publishers Assn., Inc. 


New York, N. Y. 


Your amusing article on tall men 
as operating heads of trade associa- 
tions reminds me of a recent state- 
ment by Carlos Romulo. Following a 
formal dinner in Texas, when he was 
seated between two very tall Texans, 
he was asked by a reporter how he 
enjoyed being the guest of honor and 
seated between two such exceedingly 
tall men. His reply—“Well it sort of 
reminded me of a dime between two 
nickels.” 

S. L. GoLpsmirx, Jr. 


Executive Director 
Sales and Marketing Executives— 
International 


New York, N. Y. 
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Sales 


in Milwaukee, Bill . .”’ 


Only in Milwaukee can the national 
advertiser reach 9 out of 10 families 
in a rich metropolitan area of over a 
million population with a single medi- 
um. Just one newspaper, no combina- 
tion, no supplementary media needed. 
Only eight cities in the United States 


have a daily newspaper with more cir- 
culation than The Milwaukee Journal. 
In none of these big markets can you 
get such complete, economical one- 
paper coverage. Ask our representa- 
tives for the complete story of this 


remarkable market—newspaper buy! 


THE MILWAUKEE JOURNAL 


376,436 Daily—518,872 Sunday 


Member of Million Market Newspapers, Inc 


New York Chicago 


Detroit San Francisco 


Los Angeles 


Relief Map, Copyright Aero Service Corporation 
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Ringing doorbelis to canvass new markets is old 
hat nowadays. It proved to be too costly. Besides, 
the modern way is more effective and econom- 
ical. It is called INDUSTRIAL EQUIPMENT NEWS 
...industry's original product news publication. 
Every month, over 81,000 buying influentials in 
all industry read JEN for one reason only: Product 
Information. And these readers are looking to 
buy. A 1/9th page advertisement in IEN not only 
helps you test markets economically, but be- 
cause it is a market oriented magazine, it 
offers you these eight other advantages: 
(1) Helps keep up with changing markets. (2) 
Finds new markets. (3) Finds new applications 
in present markets. (4) Finds markets for 
“orphan” products in your line. (5) Protects 
existing markets. (6) Pinpoints growth markets. 
(7) Locates unknown buying factors. (8) Reaches 
markets currently most active. Our wom 
new Media Data File gives you the JEN, 
full IEN story. Send for it today. 


JUSTRIAL EQUIPMENT NEWS 


YMAS PUBLISHING COMPANY 
461 Eighth Avenue + New York 1, N. Y. » OXford 5-0500 


The Editor’s Side Pocket 


Zenith’s Recipe for Success 

Whenever Len Truesdell makes a talk it is the part of 
wisdom of other marketing men to lend an ear. He is 
president of Zenith Sales Corp. which for the past several 
years has led the field in sales of television set receivers, 
with a current volume twice that of its nearest competitor. 
In a recent Chicago talk he charged that many U. S. manu- 
facturers, by stressing price over quality, have made the 
consumer market “a gigantic national bargain basement.” 

His own company has fought price cutting through strict 
inventory control (never more than 1,000 sets in its ware- 
houses) and by stressing quality features and performance, 
rather than price, in its advertising. 

He told his audience, “Advertising and merchandising 
concentration on price or the deal has so brainwashed the 
buying public that the dollar sign has replaced product 
values as the reason for buying. Unless sales leaders take a 
new look and take the necessary steps to revise this trend, 
bargain basement thinking can lead us to a time when the 
incentive for creating better products is lost . . . continued 
cut-price selling can only lead to smaller profits and reduced 
effectiveness of advertising.” 

Those lucky enough to own Zenith stock, which has more 
than doubled in price during the year, know that their 


company has really made quality and price control pay 
off. 


Is the ‘Organization Man’ Really Necessary? 

Recently I had the opportunity to study a score of presi- 
dents and chairmen of large corporations who sat at the 
head table at the luncheon where Secretary of Commerce 
Hodges spoke to members and guests of the Sales Execu- 
tives Club of New York. 

They were a diverse group as to age, physique, dress, 
mannerisms. Only two looked “Ivy Leagueish.” A couple 
of them would have seemed more at home at a small-city 
convention of a state grange or an association of retail fuel 
dealers. The flash impression was that the introvert type 
was in the majority. Certainly as a group they didn't fit 
the concept of the “organization man.” 

That man, immortalized by William H. Whyte, is a con- 
formist. He plays it safe, waits for the reactions of others 
before casting his vote, never gets off the reservation on 
politics, clothes, cars or the “proper” address, prefers being 
a member of a committee to accepting individual responsi- 
bility for decisions. He never forgets the source of his 
corporate blessings and is a decided extrovert, generally 
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in 1961 they turned... 


to young adult radio 


We certainly did it in 1961: increased our 1960 sales by 30%. 

Chalked up the biggest ABC Radio year since 1956. 

Yes, 1961 was the year that the Young Adult concept really 
came on and took hold. 

1961 was the year that we aired more than 1500 hours of 
Young Adult programming. 

We spent more for programming and sold more than 90 
national advertisers on ‘‘Flair,’’ ‘‘The Breakfast Club,’’ News, 


Sports, Special Events. 

1961 was the year that we broke the record; reached the 
biggest commercial audience in advertising history; 61,000,000 
listeners for our exclusive coverage of the Patterson-Johansson 
fight. 

1961 was the year that Young Adults and ABC Radio did 
each other a good turn. 


- A very good turn for you in '62. ABC RADIO (> 


FIRST WITH YOUNG ADULTS 


The Editor’s Side Pocket 


(continued) 


pleasant and agreeable —at least to his superiors — and can 
be depended upon to follow orders efficiently. In an exag- 
gerated version he is currently lampooned on Broadway in 
“How to Succeed in Business Without Really Trying.” 

More often than not he succeeds in business—at least 
up to a point. Unlike the maverick type, he fits a mold. 
and is likely to pass aptitude tests with flying colors. That 
is no knock at aptitude testing, for it does screen out unde- 
sirables and those most likely to be below average in per- 
formance, but because the comparisons are with “norms” 
and “averages,” very few nonconformists get a high rating. 

The Wall Street Journal draws the conclusion that there 
wouldn't be the great demand for the services of executive 
recruiting firms if their corporate patrons were successful 
in developing candidates from within and cites de- 
velopments at Colgate and elsewhere to prove that the 
thorough-going “organization man” seldom has the leader- 
ship qualities needed at the pinnacle of management, and 
that far from blending smoothly into the “group,” executives 
at the top are usually individualistic, freewheeling, fiercely 
competitive types who rarely fit the bland ideals set up 
by worshippers of the conformist man. 


‘The Advertising Morass’ 

Under the foregoing title Bernard P. Gallagher in the 
December issue of the Gallagher Report suggests that top 
management, especially top marketing, create better com- 
munications with hardpressed advertising managers. In 
Gallagher’s words: 

“Corporate advertising plans plod through a swamp of 
excessive caution, fear of change, lack of experimentation. 
Although there are notable exceptions, in most companies 
the advertising manager is not a top executive. He is poorly 
paid and makes few final decisions. Key man is vice presi- 
dent in charge of. marketing or vice president in charge of 
sales. Since advertising is only one phase in this v-p’s de- 
partment, he is more supervisor than initiator. Result: ad 
managers have ideas but little authority; vice presidents 
have authority, but few ideas. Biggest single block to 
advertising progress: lack of communications between 
advertising managers and top management.” 
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NO MATTER HOW YOU ADD IT UP... 


you'll not make a mistake 
in choosing HOSPITALS, 
J.A.H.A., to sell your prod- 
ucts or services to the fast- 
growing hospital market. 
HOSPITALS’ pluses include 
highest U. S. circulation; 
lowest advertising costs 
per thousand subscribers 
reached, and twice-a-month 
flexibility. Write for the new 
Special Issues Fact Sheet for 
1962. Hospitals, Journal of 
the American Hospital 
Association e 840 North Lake 
Shore Drive e Chicago 11, Ill. 


Non- 
Duplication! 


The vast majority of high-income managerial and 
professional people who buy and read “U.S.News 
& World Report” each week cannot be covered 
by advertising in any other news magazine. 


Important people are busy people—and they seldom read more than 
one news magazine. This makes the strong news magazine field a 
highly non-duplicated, efficient and effective advertising buy. That’s 
why it’s the first choice among all advertising media for covering 
America’s best customers and prospects. 

Among the three weekly news magazines, there is a “first choice” 
too. It is “U.S.News & World Report.” This is the magazine pre- 
ferred by key people in business, industry, professions, government 
and the community. That’s because it is the only magazine that con- 
centrates exclusively on reporting in depth the essential news these 
people need and use. And research studies show that even in those 
cases where the subscriber gets more than one news magazine, 
“USN&WR” is the preferred magazine by a substantial margin. 

Being “first choice” with so many important readers makes this 
magazine “first choice” with so many important advertisers. More 
and more of them regard it as— 


..the most important magazine of all 


U.S.NEWS & WORLD REPORT 


“Useful News for Important People” 


NOW moRE THAN 1,225,000 net pPaip ciRCULATION 


*Sources: “USN&WR"” Family Readership Study, 1961, and “USN&WR” Continuing 
Reader Preference Studies Among Key Groups, 1961. Full reports at your advertising 
gency Or our advertising offices at 45 Rockefeller Plaza, New York 20, N.Y. Other 

vertising ces in Boston, Philadelphia, Cleveland, Detroit, Pittsburgh, Chicago, 
puis, San Francisco, Los Angeles, Washington, and London. 
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83% Non-Duplication® 


More than 1,000,000 subscribers _ 
to “U.S.News & World Report” 4 
do not subscribe to Time 


86% Non-Duplication® 


More than 1,000,000 subscribers 
to “U.S.News & World Report” 
do not subscribe to Newsweek 
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#026,088 
Walla Walla, Wash. 
This man succeeded as a salesman and 
manager before he broke the law. Prison 
authorities believe he has conquered his 


weakness. Will some reader give him the 
chance to be an honest and useful citizen? 


nother Chance? 


By PHILIP SALISBURY 


I shall call him by his number — 026,088. Of course 
he has a name, but you soon will understand why I 
withhold it. 

He has been, and I believe could be again, an 
excellent salesman. He has managed field salesmen. 
He would fit into sales promotion or public relations, 
where he has had experience and has demonstrated 
high aptitude. He is a creative idea man with an 
all-around understanding of marketing and its many 
tools. He could be a “man Friday” as administrative 
assistant to a busy marketing executive. 

His big problem right now is finding a spot where 
he can exercise his many talents. 

Currently his address is + 026,088, Box 520, Walla 
Walla, Washington. That address means he is an 
inmate of the penitentiary of the state of Washington. 

This is not a case of miscarriage of justice. He was 
guilty, as charged, with passing worthless checks. 

The pertinent question as 'I see it isn’t so much 
whether or not he has been sufficiently punished but 
whether he can go out into the world and become 
-and remain—an honest and useful citizen. 

I think he can, but I also realize that taking on a 
man with a record such as his is a calculated risk. 
[ have reason to believe that the prison superintend- 


ent, his chaplain, his parole board, all think he can 
and will make good. The parole board is ready to 
release him early in February, if he has a firm job 
offer from a reliable company. 

I bring his case to the attention of Sales Manage- 
ment’s readers because I think he represents real 
potential — and that somewhere in our large audience 
is at least one executive who will gamble on him 
despite the seamy side of his past record and a general 
reluctance to employ ex-convicts. 

You may be asking why we don't make a place 
for him on Sales Management. It’s a good question. 
The reason is that he has had no experience in either 
editorial work or advertising sales and furthermore 
he isn’t at all sure that magazine work is his dish. 

Now let me back-track and tell you the story of 
this man, with whom I have had more correspondence 
than with any other reader of Sales Management. 

It started back in 1957 when +026,088 wrote to 
me, as editor, asking whether we could dig up any 
books on selling and marketing, and some back 
issues of Sales Management. He explained that he 
was acting as the leader for a discussion group of 
fellow prisoners interested in learning more about the 
sales side of business. By raiding our own library 
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and getting the cooperation of several book pub- 
lishers, we fixed him up with a library of books. 
Since at that time I didn’t know how long he would 
be in prison, I didn’t enter a subscription but instead 
had my secretary send him a package of issues every 
few months. 

Always he wrote a letter of thanks, told of the 
progress he and his study group were making, com- 
mented on specific articles he had found particularly 
helpful or interesting, and frequently asked my advice 
on other things he might read that would help him 
when he regained his freedom. 

Gradually details came out about his birthplace, 
education, experience, family, and this is probably 
as good a place as any to fill in the essentials as sup- 
plied by him. 

He is 39, born in Portland, Ore., and is a high 
school graduate with advanced academic work, regu- 
lar and extension, in a number of business subjects 
at the University of Oregon, University of Minnesota 
and International Correspondence Schools. He was 
in the National Guard before being activated to per- 
manent duty status in 1940. He served in the South 
Pacific during most of the war period as sergeant 
in the 41st Infantry Division, before being given his 
honorable discharge in 1945. 

He is married, with two young children. He has 
been active in the Episcopal Church, Boy Scouts, 
PTA. His hobbies are chess, camping, archery and 
model railroading. 


Following his discharge from the armed services, 
he became first a salesman in the graphic arts busi- 
ness, then a sales manager. In 1947 he switched to 
life insurance, a field in which he had become inter- 
ested while in the army. From then until 1956, when 
he drew checks on nonexistent funds, he was pro- 
gressively salesman, regional supervisor and associate 
general agent. 

His analysis and that of others as to why he went 
wrong, I will take up in just a moment. He was 
sentenced in July 1956, for grand larceny (N.S. F. 
checks), to a maximum sentence of 15 years as pre- 
scribed by statute. He then appeared before the 
Board of Prison Terms and Paroles and they set the 
minimum sentence at 32 years. With allowed and 
earned good time, he served slightly more than 2 
years and was released on parole to accept an offer 
from the home office of an insurance company in the 
Middle West, the same company with which he had 
served when he lived on the Pacific Coast. 

Here he again made good, but over-extended him- 
self financially, lost his job because he had used the 
company name in making borrowings, and again was 
guilty of the same crime as earlier. In late 1960 he 
was sent back to Walla Walla. I find very interesting 
his own penetrating analysis of why he went wrong 
in 1956 and again in 1960. 


I shall quote from a recent letter, replying to one 
of mine in which I told him that I might possibly 
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tell his story to the SM audience but that I wanted 
from him every last possible detail that might have 
a bearing on his personality, his qualifications, his 
weaknesses. 

“The basic personal problem was a combination 
of factors—not taking life realistically, not living 
objectively, a poor manager of personal and family 
funds, not asking for help when I needed it, trying 
to be something that I wasn’t — all adding up to being 
quite a phony.” 


Playing the Big Shot 

“The same thing happened when I was on parole. 
Here again the unrealistic approach to life and daily 
living took control. I had a wonderful chance to start 
over, but again I tried to go too fast and again be 
something I wasn’t. In trying to play the big-shot 
and impress folks away out of reason, I again became 
financially involved with charge accounts and_bor- 
rowed money. 

“The basic underlying factors mentioned above... 
kept me from seeing the seriousness and the right 
answer to get out of this self-created mess. . . . In 
addition there were other factors: wanting to give 
myself and my family things that we couldn't afford 
or weren't ready financially to assume, wanting to 
‘be someone’ in the community before I had begun 
to earn such a right—and, so important, not being 
honest with my wife about what was going on, 
especially in not letting her know the mess in which 
things were. And my stubborn pride went so far 
that I didn’t confide in my boss, my minister or my 
parole officers. . . . I am completely aware now that 
there were many legitimate and helpful sources to 
turn to for assistance, but as I got deeper in debt I 
grew more desperate, especially when the baby was 
born. My bank account was officially closed, but I 
would write another check when we needed some- 
thing. 

“The parole board could only cancel my parole. 
They had given me two previous chances —in rela- 
tion to borrowed money and checks — to conduct my- 
self as one should. So I have no one to blame other 
than myself. And, very honestly, though hardships 
have been created, it was a blessing that I was 
brought back. I needed help that I would accept — 
and it took being locked up here to finally make me 
see inside myself enough that I would accept the 
help and find my own answers. I have received the 
utmost in cooperation and help from the institution 
in finding a basis for straightening out my life. . . 
When I left before I thought I had found the answers, 
but I had only touched the surface. The bad core 
was still there. 

“You demand to know why I am sure it won't 
happen again. 

“That cannot be answered in a short simple state- 
ment that it won’t happen again. For I must live 


(continued on page 70) 
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Talent makes the difference! Either you have it or you don’t. 


And the CBS Owned television stations have it! It’s an abundance of talent which helps to 
make each of these five stations outstanding in its market. Each broadcasts a full complement 
of talent-packed CBS Television Network programs, plus a distinguished array of shows locally- 


produced by the station’s own talented, award-winning performers and technicians. Result? 
Throughout the broadcast day, you'll find these five stations giving unparalleled performances, 
winning “bravos” from television audiences and advertisers alike. 

Call your CTS National Sales representative. He has the time, experience and talent to 
help you give a stellar performance in five of the nation’s most important markets. 


Representing CBS Owned WCBS-TV New York, WBBM-TV Chicago, KNXT Los Angeles, WCAU-TV Philadelphia, KMOX-TV St. Louis. @CcBS 


Television 
Stations 
National 

Sales 
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SALES MANAGERS: 


— how long ts 


600 miles long. In this jet age, San Francisco is “just around the corner” from New York. Emery 
\ir Freight gives same day or overnight delivery anywhere in the nation. Emery will help broaden 
your market, increase your sales. Plan now to take advantage of the speed and reliability of Emery Air 
Freight by specifying “Ship Emery Air” on shipments to your customers. To find out how much 


faster Emery can deliver your shipments to any point in the nation, call your local Emery man, or 


Wri. is 


EMERY A/R FREIGHT 


801 Second Avenue, New York 17, New York Offices in all principal cities. 


Significant Trends 


Look Out —Trade Walls Crumbling! 


Possibly within the next year— and certainly 
within the next three years— American business 
will find itself living in a strange new world of 
international trade. Within this very short time, 
the foundations will be laid for a commercial 
structure nearly devoid of traditional national 
frontiers and almost wholly lacking in time- 
honored, artificial tariffs and other trade barriers. 


The whole structure will take decades to com- 
plete. But even these beginnings will have an 
immediate and far-reaching effect on marketing. 
They will determine the opportunities for new 
markets abroad; they will determine the compe- 
tition from imports at home. 


Right now, only one thing is really certain: inten- 
tionally or not, more and more American products 
will soon acquire a more cosmopolitan cast. 


There are a number of reasons why the big trade 
breakthrough will begin soon. By far the biggest 
reason is the European Common Market. ECM 
is growing fast—faster than most expected, in 
fact. Not only is it blazing ahead in terms of 
output and capability, but geographically, too. 
Other Western nations, probably even Great 
Britain, will be joining or at least affiliating soon. 


Before long, this gigantic bloc will be in an 
excellent position to build a thick tariff wall 
around itself and, as a commercial entity every 
bit as powerful as the United States, strike out 
to expand its own export markets around the 
world. Unless something is done quickly on this 
side of the Atlantic, the marketers of America 
will find not only that a big third of its export 
market — Western Europe — is seriously imperiled, 
but that competition all over the globe will have 
become unbearably hot. 


Other reasons for the immediate action are im- 
portant, too. Russia can be expected to pull out 
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the stops with a major export effort before too 
long. And there is a crying need to develop new 
foreign markets to absorb some of the excess 
capacity now plaguing American manufacturers. 
Another factor is that leftover American basic 
trade policies do not really take into account the 
current world situation, with friendly nations 
to be protected, newly emergent nations to be en- 
couraged, potentially hostile nations to be re- 
placed as sources of critical materials, and what- 
not. 


Another timing factor: this spring, the creaking 
Reciprocal Trade Law of 1934 is on the block 
again, either to be extended a twelfth time or to 
be allowed to lapse and be replaced. 


This country can do one of three things: it can 
attempt to preserve the status quo, it can plan 
a course of high-tariff protectionism designed to 
let America live with commercial isolationism, or 
it can join the parade to freer trade. 


If You Can’t Fight ‘em... 
The choice is sure to be the third alternative, to 
join while the joining is good. Here’s why: 


Isolationism is out. To split the U.S. from West- 
ern Europe economically would be to split it 
politically as well. The dangers there are obvious. 
Besides, American firms would stand to lose far 
more than they gained. Import pressure would 
ease, to be sure, but that would not contribute 
much to the health of the many American indus- 
tries which have begun to manufacture overseas 
for American consumption. The export market 
would dry up, and those companies wishing to 
sell abroad would have to drag production dollars 
out of this country to set up operations within 
the bloc. 


And an attempt to preserve the status quo would 
have much the same effect over the long run. A 
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Significant Trends 


(continued) 


huge, exclusive trade bloc in Western Europe 
would undoubtedly leave this country in an un- 
healthy insular position. 


The trend toward freer trade is a certainty, then, 
but it is still not at all clear just how far it will 
go at this time. There will be much resistance 
from some die-hard protectionists in Congress and 
in industry. The Government must make sure 
that friendly powers such as Japan and the South 
American nations are not left holding an economic 
bag—as they would be if the U.S. joined the 
Common Market outright at this time. A com- 
ment made by Secretary of Commerce Luther 
H. Hodges at a recent meeting of the Sales 
Executives Club of New York broadly outlines 
the administration’s current attitude. Secretary 
Hodges was asked whether this country should 
join the ECM: 


“Some months ago I said that this wouldn’t hap- 
pen for some years to come. I still think it will 
be some years before we do it. . . . [But] I think 
we must make some kind of practical trading 
arrangement with the European Common Market 
and the U.K., whether they join together or not, 
if we are going to hold our [export] business of 
several billions of dollars. The answer is partially 


ves. 


This position—that something practical (and basic) 


must be done now—has strong support in many 
major industries. U.S. Steel, for example, has 
repeatedly opposed higher tariffs. Industry groups 
and associations from such varied sources as the — 


aluminum and paper industries have gone on 
record for more realistic trade agreements—the 
quicker, the better. 


Even the A.F.L.-C.LO. has given its support to 
the President's drive for broad __tariff-cutting 
powers. On the international scene, members of 
the General Agreements on Tariffs and Trade 
(GATT), which is made up of most of the major 
trading nations, are at this moment searching for 
across-the-board methods of tariff negotiating. 
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In short, the power behind the move to more 
open trade seems ample to overcome the pockets 
of protectionist fervor. 


Marketing must prepare now to rise to the occa- 
sion abroad and adjust to an expanded import 
situation at home. Preparation —not resistance — 
can be the only successful long-range plan. To be 
sure, those industries which would be hard hit at 
first can expect Government help in one form or 
another. Chances are that this aid will often take 
the form of assistance in finding new products, 
new fields to enter. 


New Opportunities Demand Action 
However, it is certainly not the defensive moves 
at home that will hold the greatest opportunity 
and challenge for marketers. It is the offensive 
situation, the access to new markets, that promises 
the profit. The rush across the oceans is already 
well under way. The U.S. Dept. of Commerce 
reports that in the first quarter of the year, re- 
quests from businessmen seeking sales help over- 
seas jumped more than 600% — from only 162 to 
1,184—over the same quarter the year before. 


But this is still just a drop in the bucket. Only 
about 4% of American manufacturers are export- 
ing today. Some Common Market countries boast 
a quarter or more. We appear to have an almost 
unlimited capacity to absorb imports; to offset 
this, marketers must begin staking out their export 
claims at the earliest possible date. 


A greatly liberalized system of world .. _ is 
right now being promoted by the nations of 
Western Europe and is being applauded and 
supported in much of the rest of the free world. 
Other companies in other nations are preparing 
to enter the international sales race as soon as 
they can. The American company must choose: 
it can wait and see how markets develop, how 
trade is changed by new developments; or it can 
get in now, while the contestants are still warming 
up and all comers are assured of a place at the 
starting line. 
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In 1956, The New Yorker asked advertisers and agencies to 
help eliminate superlatives and exaggerations from their 
New Yorker advertisements. The plea for believability was 
made in a booklet called, ‘“‘Don’t Raise the Bridge, Boys . . . 


The New Yorker, No. 25 West 43rd Street, New York 36, N. Y 


Lower the River.” It offered statistics on unbelievable state- 
ments culled from New Yorker advertisements in the first 
six months of 1955. Five years later, the count was taken 


again. It showed a reduction of 70%. Thanks for your help. 


Other Advertising Offices: Chicago, San Francisco, Los Angeles, Atlanta, London 


“IF ONLY WE COULD CUT THE 


UNITED 


Checking inventories ... processing orders... following up... how can a man 
make new sales when he’s bogged down with paper work, worrying about 
delivery of what he’s already sold? 

It’s an old problem. United Air Lines can help you with a new solution: 
nigh-speed distribution. Distribution by United air freight. 

With air freight you can fill orders swiftly and accurately right from the 
factory. This frees your men from stock-checking and follow-up chores. Gives 
them more time for selling and promotion. 

The marketing power of high-speed United Jet Air Freight gives you a 
strong, competitive edge, too. With the world’s largest jet fleet, United serves 
more U. S. cities by jet than any other airline. And every United jet carries 
freight. With its Mainliner® and Cargoliner fleets, United serves 103 of the 
top U. S. markets. And schedules are frequent, so you can ship day or night at 
your convenience. And that’s the impressive kind of product availability and 
service that puts customers on your side. 

What’s more, you can know exactly where your shipment is at all times 
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RED TAPE AND START SELLING!" 


CAN HELP 


... What flight it will leave on, what time it will arrive... because United offers you 
Reserved Air Freight. 

Find out how to give your men more time to sell... and how to give them a strong 
selling advantage. Fill out the coupon below for a free, informative booklet. And 
for additional information, call your nearest United Air Lines office. 


UNITED AIR LINES, CARGO SALES DIVISION 
36 S. Wabash Avenue, Chicago 3, Illinois 
Gentlemen: Please send me the free booklet, United Air Lines Jet Freight. 


Name 


WORLD’S LARGEST JET FLEET | THE EXTRA CARE AIRLINE 
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AMERICA'S FASTEST-GROWING 


FAMILY MARKET 
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‘ ‘ATHOL IC DIGEST, 
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CATHOLIC DIGEST 


RD LARGEST 
MARKET IN 
ILLINOIS - IOWA 


NEW RETAIL 
SALES OUTLETS 


Two medium size shopping centers, renova- 
tion in downtown areas, and recent opening 
of two large discount department stores high- 
light late 1961 retail investment in the strong 
Quad-City market of 270,000 population. 


For more information about Quad-City mar- 


keting trends, contact Mr. Harold Swanson, 
National Advertising Manager, Dispatch- 
Argus, Moline-Rock Island, Illinois. 

lilinois zone of Quad-Cities repre- 
sents 56% of metro population. 


auaD CITIES LARGEST COMBINED DAILY CIRCULATION 


ROCK ISLAND ARGUS 
MOLINE DISPATCH 


REPRESENTED BY ALLEN-KLAPP CO. 


on MARKETING 


YACHT COSTS DISALLOWED 


Washington—Another guidepost for 
deduction-minded sales executives 
was recently established in Tax Court 
when the lawyer-owner of a yacht 
dreamed up a gimmick calculated to 
mesmerize IRS. Only it didn’t. A red, 
white and blue pennant flown on 
the boat, and bearing the familiar 
numbers “1040,” produced a claim 
that the flag was designed to call at- 
tention to the business of the owner, 
barred by professional ethics from 
use of more normal advertising 
methods. 

Testimony showed that the pennant 
did attract attention and resulted in 
some business from other yachtsmen. 
But the court agreed with the Internal 
Revenue Service that the yacht ex- 
pense was not “reasonable and ne- 
cessary,” and a one-year deduction of 
over $13,000 was disallowed. 


WEATHER AS A PR TOOL 
New York—An 
marketing 


assist in planning 
strategy that might be 
affected by the weather now comes 
from St. Regis Paper Company’s 
Weathervane service to industrial and 
agricultural bag customers. 

The report, in the form of a 4- 
page newsletter, is mailed to St. Regis 
customers a week before the begin- 
ning of each month. Through easy-to- 
read maps and graphs, the Weather- 
vane forecasts the weather in terms 
of the temperature averages and the 
amount of precipitation that can be 
expected week by week in any given 
area of the country. 


AMANA’S PIGSKIN JAUNTS 


Amana, Iowa — Expense-free football 
weekends are with 
Jointly 
sponsored by Amana and its distribu- 
tors, the promotion provides the re- 
tailers with look at highly touted 
college and professional teams in ac- 
tion. 


scoring heavily 
Amana Refrigeration dealers. 


The weekend also 
charge 


includes no- 
accommodations for the deal- 
ers and their wives as well as hospi- 
tality gatherings with fellow dealers 
and key Amana personnel. So far this 
year, attendance for the games is 


more than double last year’s total for 
the same number of games. 

Based. upon a “thank you” concept, 
the dealers actually earn their own 
weekend by virtue of purchases of 
Amana products. 


GOLF MAT NUDGING CUP? 


Los Angeles—For suffering duffers 
who mercilessly chop their backyards 
and batter their clubs in the name of 
practice, the “Chippin’ Turf” may be 
the answer. 

A practice mat with “Fingers Of 
Grass” (resilient rubber pegs), it re- 
portedly provides the “feel” of the 
fairway or tee and protects both turf 
and clubs at the same time. 
ufactured by Redco, 
Washington Blvd 


It’s man- 
2110 West 
, Los Angeles, Cal. 


PHONE ASSIST FOR ADS 


New York—For ads designed to draw 
out-of-town response, the telephone 
area code 
assist. 


can provide a_ valuable 
Since the 3-digit codes desig- 
The Survey Says* 


Average American consumer 
spends 25.3% more in 
retail stores today. 


Per capita retail sales $1212 


Ten years ago $967 


*Source: Sales Management's 
Survey of Buying Power. 
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on the MOVE 


nate a specific part of the country, 
they automatically route telephone 
calls from one area to another. 
Without them, calls prompted by 
advertising may go astray. This is 
particularly true in more populous 
states having several telephone areas 
and in metropolitan areas which 
sprawl beyond normal boundaries. 


CANNED H.O ON MARKET 
Bridgeville, Del.—Given the right 
stimulus, even water sells well. With 
nuclear attack a threatening possi- 
bility, emergency pure drinking water 
is now being processed for storage in 
family fallout shelters. It is being 
introduced through supermarkets by 
H. P. Cannon & Son, Inc. 
Hermetically sealed in 3-quart cans 
and packed two cans to a home kit 
together with opener and instructions 
for use and rationing, it gives the 
buyer no worries about breakage or 
replacement: 


keeps, 


unopened for 
years; opened, for days. 


“Hey, Joe, where's the boss?” 
what bo 


What’ 
Natwomat & 


‘BLUE COLLAR’ ADS BOW 
New York — As part of a corporate 
campaign to strengthen divisional 
identification, the Allied Chemical 
Corp. has introduced the “blue collar” 
ad. Interestingly, it ran on December 
4 in the “white collar” Wall Street 
Journal. 

Reflecting the Barrett Division’s 
position in the building materials 
market, the ad acted as a salute to 
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the National Assn. of Home Builders 
convention in Chicago, 
3-7. 

The obvious bonus: a clear-cut 
example of Allied’s interest in sup- 
porting related 


December 


industry organiza- 


tions. 


THE SALES TOOL WARRANTY? 


Benton Harbor, Mich.—The revamped 
appliance warranty continues to gain 
new status as a sales tool. At the 
Whirlpool Corp., a new “migratory 
product certificate” guarantees free 
in-warranty appliance service for peo- 
ple who move. 

Believed to be the first service of 
its kind offered in the appliance in- 
dustry, the system works like this: 
the repairman sends his bill for labor 
to the wholesale distributor in the 
customer’s new home area. The dis- 
tributor issues a credit to the repair- 
man and, in turn, sends his bill to 
Whirlpool. Finally, Whirlpool bills 
the distributor who sold the product 
originally for the unexpired portion 
of the first year warranty reserve. Any 
difference between the cost of pro- 
viding the service and the amount 
left in reserve will be absorbed by 
Whirlpool. 


AD ABOUT-FACE AT SALADA 
New York—In a significant move, the 
Salada tea company has switched its 
entire advertising budget from news- 
papers to a $1.5-million radio cam- 
paign. The new promotion wili reach 
more than 20 markets and will in- 
volve up to 70 announcements per 
week in each market. 

The company had tested radio in 
Canada, according to the Radio Ad- 
vertising Bureau, Inc., and was favor- 
ably impressed with results. Salada 
plans to support the radio campaign 
by merchandising tape recorder play- 
backs of commercials to supermar- 
kets, food brokers and distributors. 


SEEK AND YE MAY FIND 

Los Angeles—The cost of determining 
whether you have a foreign market is 
no longer prohibitive, according to 
Bailey International, Inc., a newly 
established firm which proposes to 


expert required 


During the next seven days, 
no possible combination of 
current weekday magazines 
will reach as many families in 
more than 69 key market 
areas as next Sunday's 


PARADE 


PARADE 
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Marketing on the Move 
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advertise your search for foreign dis- 
tribution with no exploratory cost. 

The company will conduct a sales 
search abroad for any U. S. manu- 
facturer who subscribes to its service. 
It then arranges with the U. S. manu- 
tacturer tor a commission percentage 
on any new business found through 
its advertising services. The manu- 
tacturer, in essence, pays a finder’s fee 
commission on his increased business 

if business is found. The arrange- 
ment continues with the particular 
manufacturer for a minimum of three 
vears. However, the contract is only 
is binding as the U. S. manufacturer 
wishes to make it 

The company maintains lists of dis- 
tributors looking for U.S. lines to han- 
dle and domestic manufacturers seek- 
ing distribution abroad 


SHOPPING CENTER MAG 
New York—The shopping center 


now an indispensable part of Amer 


ican life—will receive important new 
recognition beginning in January with 
the introduction of Shopping Center 
Age, a monthly businesspaper cover- 
ing the shopping center field. 

With annual retail sales of some 
5,500 operating centers running over 
$50 billion, the new publication is 
expected to fill a growing need for 
regular editorial coverage of the shop- 
ping center concept of merchandis- 
ing 

In addition to manufacturers of 
building materials equipment and 
suppliers of service to the shopping 
center, it’s believed that SCA will ap- 
peal to many segments of the business 
community, including chain stores, 
independent retailers, financing insti- 
tutions, realtors, shopping center de- 
velopers and managers as well as 
public 


relations directors and = ad 


agencies. 


ESCAPE NOW, PAY LATER 

New York—The Club is 
British Airways Corpora- 
tion’s way of stimulating escape to 


Escape 
Overseas 


balmy climes among those _ business- 


men otherwise sentenced to icy win- 
ter environments. 

The promotion, open to all pas- 
sengers on BOAC flights from New 
York to Bermuda, Nassau, Jamaica 
and the Caribbean, will center its 
visual advertising around whimsical 
artwork showing a businessman in a 
bathing suit poking through iron bars 
to beach, sun, sea and a beckoning 
blonde. 

Besides the daily newspapers, one 
Sunday supplement, five consumer 
magazines, two travel trade and three 
country club house publications will 
play a part in the print media allot- 
ment. 

Radio, outdoor advertising and bus 
posters will also play their parts in 
selected markets. Pennants, banners 
and Escape Club literature racks will 
round out the promotion. 

The Club accepted its first mem- 
bers on November 1, in preparation 
for what it hopes will be an “escape- 
minded” ’61-’62 vacation season. 

BOAC’s London head office adver- 
tising unit is conducting a_ similar 
campaign in the United Kingdom 
with its parallel Sunshine Club. 


Greensboro- 
OF THE NEW SOUTH’S MARKETS 


In The Top 20 In Total Retail Sales 


Cultivate Apparel 
Sales Figures 


In the South’s top markets—highly indus- 


trialized Greensboro ranks high in Apparel % 
Store Sales ahead of Chattanooga and close be- 
hind primary markets like Nashville and Mobile. 
To harvest this rich dollar crop, your clothing adver- 
tising should wear the label of the Greensboro News 


and Recor« 


of North Carolina. 


readers. 


Over 100,000 circulation; over 400,000 


the only medium with dominant coverage 
in the Greensboro Market and selling influence in over half 


Greensboro—In the Top 20 
Retail 
South 


Markets of the 
and in the Top 100 


of the Nation. 


Write on company letterhead for “1961 Major U. S. Markets Analysis” Brochure of all 300 Metropolitan Markets. 


reensboro News and Record 


GREENSBORO, NORTH CAROLINA ® Represented Nationally by Jann & Kelley, Inc. 
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How to wrestle with a pig’ 


An old adage has it that you can’t wrestle with 
a pig without getting dirty. Pig wrestling is invari- 
ably conducted on the pig’s own terms. 

Occasionally there’s a parallel to the old adage 
in modern advertising. A competitor will make 
exaggerated or grossly misleading claims that 
directly or indirectly malign your company or your 
products. The urge to retaliate is exhilaratingly 
tempting as only an all-out scrap can be. It’s easy— 
even fun—to write a counter-punching, below-the- 
belt ad. It’s certainly easier than carefully prepar- 
ing an ad built around solid marketing fagts, an ad 
that sells a product on its own merits and in terms 


of the customer’s real needs. 


However tempting, we think it’s impossible to 
wade into a vindictive advertising campaign with- 
out getting a good bit of dirt on yourself. The dirt 
takes the form of an unpleasant reputation for 
vituperative advertising. It is often difficult to wash 
it off in the market place. 

Often, too, the “‘fight-fire-with-fire” ads can do 


real harm to the overall advertising campaign. 


Every dollar diverted into spite advertising must 
be deducted from carefully planned and budgeted 


adve rtising programs. 


Perhaps the most insidious effect of vengeance 
advertising is the confusion created in the cus- 
tomer’s mind. First he sees the claims, then the 
counter claims. Both are intensely negative and 
probably contradictory. Unable to decide which of 
the companies or products is worse, he buys a 
third product that was honestly represented to 
him in terms of his particular needs. 


Almost every company is constantly trying to 
gain or preserve leadership in its markets. Yet the 
heat of competitive battle can cause companies to 
forget a rule so obvious it has become a truism: 
**to be the leader, look like the leader.”? We think 
it’s part of an advertising agency’s job to remind 
clients—even when they don’t want to be reminded 
—that it’s pretty difficult to look like the leader 
when you’re down in the mud wrestling with a— 
competitor. 


How, then, do you wrestle with a pig? You don’t. 
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The case of the 
underestimated color 
Campaign 


‘han stunning color campaign in the Chicago 
Tribune achieved what every advertiser secretly 
hopes for. 

It was an instantaneous sales success. It won 
the special Creativity Award for color advertis- 
ing from Editor & Publisher magazine. It in- 
spired complimentary phone calls, letters...even 
poetry from readers. 

Yet this advertising, planned as 13 color pages 
to run exclusively in the Chicago Tribune, was 
canceled after the fourth ad. Why? 

The answer has its beginning last spring. 
Burny Bros., a bakery which had used virtually 
no advertising in its 51 years of business, was 
opening a modern new baking plent in suburban 
Northlake. After a careful marketing study, the 
decision was made to embark on a color cam- 
paign in the Tribune. 

The company’s advertising agency, Henri, 
Hurst & McDonald, created a truly beautiful 
series of ads. Technical assistance was furnished 
by the Tribune’s production staff. And the first 
four ads appeared in quick succession beginning 
March 3. 

Mr. Thomas Flood, advertising manager for 
Burny Bros., tells what happened next: 


“‘Not only did customers flock to our stores, but 
a leading trade paper wrote an editorial on the 
fine job our advertising was doing for the bak- 
ing industry. Newspapers in other parts of the 
country requested the ads for use with local 
bakeries. 


“We received many complimentary letters and 
phone calls from Tribune readers. One woman 
even wrote a poem. Customers kept phoning to 
ask where they could buy our products. Even 
our agency was besieged by requests from other 
clients, because their wives found our stores 
sold out when they went shopping.” 


Each ad invited readers to ‘““Bring home some- 
thing good from Burny Bros.,”’ and thousands 
of Tribune readers took them at their word. 
Response soon reached such proportions that 
the company couldn’t bake enough bread, cakes 
and rolls to satisfy the demand. Rather than 
incur customers’ displeasure, the company de- 
cided to halt its color campaign just eight weeks 
after it began. 

As late as October 1, Mr. Camille Burny, Jr., 
said, ‘‘We are still operating at capacity but we 
like to take our time at Burny Bros. High qual- 
ity bakery products can’t be hurried. As new 
techniques increase production at our larger new 
plant, we will be able to resume our planned 
advertising—especially of many exciting new 
items we have been perfecting. Still, I wish we 
had built our new plant twice the size.” 

With a wistful thought for the nine color 
pages as yet unborn, unsung...and unpublished, 
we at the Chicago Tribune echo his wish. 
MORAL FOR ADVERTISERS: Nothing sells 
Chicago like Tribune advertising—especially 
Tribune color advertising. But please, please, 
check your production capacity first. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Tribune color worked almost too well for Burny Bros. 

It can work for you. We'd welcome the opportunity 

to show you how Tribune color can produce outstanding 
results for you in the Chicago market. Call a Tribune 
representative for the full story. 
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For the freight 
shipment that demands 


Specialized 
Equipment... 


Ne: got what it takes to ship it! 


If moving your freight calls for special- 
ized equipment, DC’s got it: the right 
kind, in the right place, at the right 
time! DC’s “top drawer” $18 million 
fleet includes four basic over-the-road 
trailers...the type and number of 
pickup and delivery units required in 
each terminal city. Specialized equip- 
ment is one key to safe, speedy 
handling ... and DC’s got it! 


DENVER CHICAGO TRUCKING 
the ONLY DIRECT coast-to-coast carrier 


CoO. INC. 


mmm Varketing Newsletter 


SELLING 


how one industry fights 
the small-order problem 


STRATEGY 


sell an adult product 
as a Christmas toy 


TRAVEL 


air credit cards 
may get the ax 


The aluminum industry is setting a classic example in deal- 
ing with small-order woes. It's a move that many industrial 
sellers might examine closely. Sparked by Aluminum Co. of 
America, producers are hiking minimum Size of orders they 
will fill by as much as 700%. They're rerouting smaller ones 
to distributors—even orders from old-line direct customers. 


Last year's receSsSion-inspired rash of small orders gave 
profit headaches to more than one industry (See SM, Dec. 2, 
'60). Many sat back to sweat it out, but later this year 
when economic health improved, industrial buyers continued 
to think and order small, as if they'd picked up a bad habit. 


Alcoa launched an intensive study when the trouble began, 
looked into order quantities, customers’ and distributors' 
ability to handle bigger orders. The reSults, after a year's 
Study: New-order lot minimums were upped 700% for standard- 
size sheet and plate, 300% for non-standard. 


The move may seem drastic, for it's tough to turn down an 
order of any size. But three beneficial effects are expected: 
Most importantly, to cut down the handling of unprofitable 
small orders; to free energies for invasion of major tonnage 
markets, such as cans and building sheet; to throw extra 
business to distributors, inspiring them to boost order sizes. 


Many coStly Xmas toys this year are scaled-down versions of 
adult products. .. . A prime example: Singer's toy sewing 
machines, priced at $15 for a manual model and $25 for an 
electric job. .. . Also, Texaco is winding up its third 
year on an Xmas toy that does double duty as gift for junior 
and premium to pull dad into the station. This year Texaco's 
toy is an oil tanker; in '59 and '60, a gas truck and gas 
Station, all premiums priced at around $3. .. . And for 
years, makers of groceries and household items have been 
getting small-sized packages into girls' kitchen toys. 


Today the trend is toward higher-priced toy versions of adult 
products. It's a rare opportunity for almost any company to 
boost current sales, while making an indelible impression on 
future consumers on their way out of the cradle. 


That sacred Air Travel Card most sales execs carry in their 
wallet may be rendered useless by edict of the Civil Aero- 
nautics Board. The same fate may be in store for Diners' 
Club, American Express, Hilton, and all other cards now 
used, often at last minute, to fly on credit. 


A CAB examiner recently ruled all charge systems are illegal 
because credit is extended without charge—and the law says 
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(continued) 


INSIDE FTC 


Rand Dixon’s woes: 


delays, vocal foes! 


ADVERTISING 


ad rate freeze 


possible in crisis 


no preference or discrimination among passengers is allowed, 
Credit cards, the examiner concluded, "result in a deduction 
from the fare" because a service is rendered without charge. 


And what about that $425 deposit which must be paid on every 
Air Travel Card? Why, that's illegal too, the examiner 
ruled, because no interest is paid. He even insisted that 
self-ticketing plans and other deferred payment schemes are 
unlawful because they defer payment on a discriminatory 
basis. . . - Naturally, the airlines will fight the ruling, 
first at the CAB level, later in the courts if necessary. 


Christmas presents Rand Dixon would most like to find under 
his tree: Some way of beating case delays; a system of 
winning whole-hearted cooperation of entire FIC staff. 


The FTC chairman's reforms to get faster decisions have not 
been easy for many staffers to swallow. Numerous key men 
have left; their replacements are still untrained; employec 
morale is at low ebb; more and more press reports are saying 
"FTC is in trouble." Dixon concedes there's been confusion, 
but denies that all employees aren't trying to cooperate. 


With all his problems from within, Dixon is beginning to be 
the target of pot shots from without. .. . Two business 
spokesmen have made strong attacks on FIC recently. NAM's 
Charles Sligh charged that Dixon "has been only too blatant 
in his disdain for voluntary efforts and has in effect 
changed this agency from that of a guiding arm for business 
to that of a punitive weapon." The forthright John Burgard, 
ad v-p of Brown & Williamson Tobacco, used even stronger 
terms in another Washington speech. He called FIC "capri- 
cious" and said its constantly evolving rules and regula- 
tions "are the greatest menace tp the advertising business 
today." 


Congress may pass a '62 law allowing a freeze on ad rates in 
an emergency. This specter is beginning to haunt media ex- 
ecutives as the Administration talks of pushing a stand-by 
law to control prices if there is a nuclear attack on U.S. 


but the new mobilization planners are panting for a "self- 
triggering" statute. President Kennedy hasn't been sold yet, 
but Director Frank Ellis of the new Office of Emergency Plan- 
ning expects to bring the matter up at the White House in 
coming weeks. As of now, the blueprint does not call for an 
exemption for media rates, circulation as well as ads. 


In World War II, the Administration draft of controls did 
not exempt media rates, but Congress wrote such an amendment 
into the '42 law. Again in '50, when events in Korea forced 
a new law, admen had to lobby an exemption through Congress. 
The same thing could happen again next year if the decision 
is to go ahead and pass a stand-by statute. 
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Advertiser: 


Western Airlines 


Problem: Reaching the West’s non-flying population 
Solution: National Yellow Pages Service advertising 


WEs TERN 
AIRLINES 


Los Angeles + San Francisco 
San Diego 
Portland ¢ Seattle/Tacoma * Denver 
Minneapolis/St. Paul * Mexico City 


ELECTRONIC RESERVATIONS, 24 HOURS A DAY: 
Call ALpine 8-888 1, or see your friendly 


Shite a 


Display ad (shown reduced) is one of many ads 
Western Airlines runs in cities such as Los 
Angeles, San Francisco, Seattle, Minneapolis 
and Denver. Call your National Yellow Pages 
Service representative at your Bell Telephone 
Business Office and put this selling service to 
work for you! 
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“FOUR OUT OF FIVE PEOPLE HAVE NEVER FLOWN,” says 
Bert Lynn, Western Airlines Ad Director. “First place this 
prospective market goes for flight information is the Yellow 
Pages. That’s why we advertise in 115 directories, covering 
our principal cities and adjoining communities. 

“When we first advertised in the Yellow Pages, we had a 
most difficult time contacting individual directories for me- 
chanical sizes, deadlines, etc. But now, with National Yellow 
Pages Service, we’re able to get information we need in two 
minutes. And — one contact, one contract, one monthly bill 
will take care of our entire, multi-directory National Yellow 
Pages Service program.” 


( a TT at 
| NATIONAL 
YELLOW PAGES 


Sell your ready-to-buys with SERVICE 


ig 


Pay no attention 


===) WESTERN UNION f= 


unless its deferred char- NL=Night Letter 


cc tended the TELE GRAM 3201 (4-60) | patrecrnarional 


w. P. MARSHALL. Presioent 


The filing time shown in the date line on domestic telegrams is LOCAL TIME at point of origin. Time of receipt is 


- 


PAY NO ATTENTION TO A TELEGRAM? iMPOSSIBLE. NO ONE EVER 
IGNORED A TELEGRAM. YOUR TELEGRAM ALWAYS COMMANDS 


ATTENTION -- AND IT DEMANDS AN IMMEDIATE RESPONSE. 


TO BE SURE TO GET ACTION, SEND A TELEGRAM. 


THE COMPANY WILL APPRECIATE SUGGESTIONS FROM ITS PATRONS CONCERNING ITS SERVICE 
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“What's so different 
about advertising 
in Canada?” 


“Well, for one thing, in no other country in the world can you step into such a rich market 
and reach virtually half of the homes with one big powerful selling medium.” Weekend Maga- 
zine and its French language edition, Perspectives, reaches millions of people from coast to 
coast, every week. It reaches whole families in 2,098,000* prosperous English and French 
language homes as part of the week-end edition of 39 leading newspapers. No other medium, 


printed or otherwise, can tell your story so colorfully, so consistently, so convincingly to 


so many people in Canada. 


The biggest single selling force in Canada | | eekend 


MAGAZINE AND ITS FRENCH LANGUAGE EDITION 
Reaching 2,098,000* Canadian homes every week 


Pp. * 
/ 
*Effective 1962 erspectives 
Represented in the U.S. by O'Mara & Ormsbee, New 
York, Chicago, Detroit, San Francisco and Los Angeles 
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packaging! 


When you're “in the market” for paperboard you'll find 

that the widest range of types, grades, caliper and trim combinations 
are produced by Packaging Corporation of America, a new name 

in American business with half a century of packaging know-how. 


A nationwide sales organization-52 strategically located plants. 


Packaging 


Corporation of America 


Packaging Corporation—a completely integrated nationwide organization with 9 mills, 18 paperboard machines, 43 converting plants producing— 


CARTONS * CONTAINERS « DISPLAYS * EGG PACKAGING PRODUCTS « MOLDED PULP PRODUCTS + PAPERBOARD « PLASTICS 


Long Distance pays 
in extra sales 
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a ~ 
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“Long Distance helped us multiply our sales by six” 


says Gilbert Merrill, president, 


The Gilbert Merrill Steel Corp., Westbury, N. Y. LONG DISTANCE RATES ARE LOW 


“We use Long Distance almost exclusively to sell out- Here are some examples: 
of-town customers,” reports Mr. Merrill. “Our warehouse’s | Westbury, N.Y. to Baltimore 


sales have grown from $500,000 to over $3,000,000 annually. Pittsburgh to Cincinnati 


: : >} nix > / sles 
“Recently. an Ohio company offered to sell us 32.000 Phoenix to Los Angele: 

pounds of a special high-grade st ‘We ili tena Birmingham to Washington, D.C. 

prospects, eae h in a different state. and sold the steel. In one Houston to Newark, N.J. 


morning. those few calls brought us $12,000 in business.” 
Long Distance pays off! Use it now... for all it’s worth! 


BELL TELEPHONE 


DECEMBER 
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DARIN GEST 


ESTOR 
in TV! 


He’s Leonard H. Lavin, founder and president of Alberto- 
Culver, a small, fairly unknown, but super-aggressive 
marketer of beauty products. In six years he has won 
his fame as one of the shrewdest, daringest, winningest 
advertisers of all. He raised his ad stakes from $311,000 
in ‘56 to $10.1 million in ‘60 and spurted sales from 
$1.5 million to $14.9 million. He's still going for broke— 
aiming at $100 million sales in ‘66, and ready to put up 


$40 million in advertising that year in order to get it. 


By LAWRENCE M. HUGHES 


Senior Editor 


For the “advertising year” started September 1, a 
man in Melrose Park, IIl., has told his sales force that 
their efforts are being aided by “the greatest lineup 
of shows in TV’s history.” 

The salesmen and the shows sell hair preparations. 
Today, more and more millions of American women 
look and listen in their homes, and then go out to 
supermarkets, drug and variety stores and beauty 
salons, to treat their treasured tresses with such brands 
as VO-5, Ririse Away and Tresemme. 

In this process a. lot of long-established, widely 
known rival brands suddenly are being shoved aside. 
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the *DARINGEST INVESTOR’ in tv: 


(continued) 


The manufacturers of these rival brands Wonder: 
1. Who and what struck them, and... 
2. What in the world they can do about it. 


The answer to No. 1 lies in a handsome, tall, lean 
(6 ft., 185 lb.), bronzed-and-graying 41-year-old vet- 
eran of this brawling beauty business: controlling- 
owner, super-sparker, president-in-charge-of-market- 
ing of an outfit with the curious and still largely un- 
known name of Alberto-Culver Co. 

As for question No. 2: All the rivals have to do is 
plan as far and as thoroughly, think and act as fast, 
believe and sel) and slug as hard, and advertise as 
all-out aggressively as does Leonard H. Lavin. 


The Power of Advertising 


Over the last six years—at first more on “credit” than 
capital—Lavin’s Alberto-Culver has climbed out of 
nowhere into the super-select circle of the “100 leading 
advertisers.” 

In 1960—although still by far the smallest of the 
100, in sales,—Alberto-Culver had climbed to No. 57 
among them in combined advertising expenditure in 
all measured media. 

And in television—the medium in which it has 
“always” concentrated predominantly—Leonard Lavin 
tells SM that his young company now ranks 2lst 
among all advertisers in network television adver- 
tising expenditures. 

Even more noteworthy, however, may be the fact 
that, among all 100 leading advertisers, the outfit 
that pays most, proportionately, to prove that “it pays 
to advertise” is Alberto-Culver. 

Thus, among all the leaders, and probably among 
all advertisers, the man from Melrose Park stands out 
today—both for extraordinary faith in advertising and 
for knowledge and skill in making the most of it. 

How much can such extra-advertising pay? 

In March 1955, then-Chicago-based sales agent 
Lavin, having decided that his big future lay ir selling 
his own products, borrowed the $435,000 he needed 
to acquire Alberto-Culver, a modest regional purveyor 
to beauty shops near Los Angeles. He bought the com- 
pany primarily to get VO-5, a hair dressing and con- 
ditioner. 

A few months later the new Alberto-Culver Co., 
of Melrose Park, became an advertiser (on the strength 
of three TV spot announcements a week) in Phila- 
delphia. 

In the year 1956, to produce a $1.5 million sales 
volume, the company spent a reported $310,702 for 
advertising. 

This turned out to be just a substantial start. 


Between 1956 and 1960 Alberto-Culver’s reported 
ad-expenditures were multiplied 32 times —to 
$10,064,198. 

In this 5-year period sales were increased 10 times, 
to $14.9 million, and net profits climbed to $516,000. 

Was Lavin guilty of gross overspending? 

He refuses to reveal his actual advertising budgets. 
(“This information would be a valuable aid to com- 
petition.”) Though the official counters show that in 
1960 Alberto-Culver spent 70.4% of sales for adver- 
tising, Lavin himself tells SM that “actually our ratio 
has been closer to 50%... . / And this covers the costs 
of our continuing introduction of new products.” 

Measured-media figures are developed (to enhance 
the stature of the media themselves) by projecting 
one-time gross rates. Actual expenditures can be quite 
a bit lower. Nevertheless, the advertisers’ “standings” 
stand. 

If we use the official “measured” ratio of 70.4% of 
sales for advertising by A-C, we find that this outfit 
has nearly twice as much advertising faith (or venture- 
someness or slug-ability) as the second-largest ratio-er 
among the 100: J. B. Williams Co., with 40%. 


YAIR SPRAY 
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The next ten among the lusty leaders—largely in 
the beauty-bowel-energy-antiache-and-personal-well- 
being area of the economy—with respective reported 
ad-to-sales ratios between 34% and 21%, were, in 
downward order: Block Drug; Simoniz (car beauty); 
Lestoil (home beauty); Miles Laboratories; Carter 
Products; Bristol-Myers; Warner-Lambert; Plough, 
Inc.; Colgate-Palmolive; and Lever Brothers. 

The mathematics. of a meteor can leave a mere 
writer reeling: Six years ago Leonard Lavin started 
with considerably less than “nothing.” Since then he 
has spent an estimated $21 million (actually nearer 
$18 million) to produce a combined sales volume of 
$35 million. 

The man can say: “We've never failed to meet a 
payroll. Nor to earn a discount. Except for a small 
bank loan, we don’t have any outstanding debt.” 

And yet, from less than “nothing,” six years ago, 
he and his lovely (and bright) wife, Bernice E. Lavin, 
have come to be worth more than $15 million. 

The Lavins’ faith in themselves is being shared by 
others. Instead of owning all of Alberto-Culver, they 
now own most of it. Last April they issued some shares 
to the public. The initial offering price was $10. At this 
writing Alberto-Culver, over the counter, brings $42. 

The new buyers must see it as a growth oppor- 
tunity. Their company has yet to declare its first 
dividend. All earnings still are being plowed back. 


STARTING WITH THE PRODUCT... 


Leonard Lavin’s 5-part program for success in- 
cludes “a good product... a good package... 
a good sales force to get distribution . . . strong 
advertising to move the product . . . effective 
merchandising.” With an advertising-to-sales 
ratio close to 50%, he has brought VO-5 hair 
dressing (the reason for buying Alberto-Culver) 
up to a 45% share-of-market. VO-5 hair spray, 
introduced last January, has moved into the 
No. 1 spot in its market. Success of new prod- 
ucts in the line is usually helped by a tie-in with 
one that has already been proved a winnner. 
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In fact, in advertising, and otherwise, Leonard 
Lavin has just begun to “plow”: 

For fiscal 1961, which ended November 30, he 
expects a $24-million sales volume. 

In fiscal 1966 he seeks to sell $100 million. 

On this, after taxes, Alberto-Culver would earn $10 
million. 

To insure both (and larger sales and profits to come), 
this then-46-year-old veteran of the beauty biz would 
be spending $35 to $40 million a year for advertising. 

Meanwhile—against large, entrenched, hard-hitting 
and rather nasty adversaries—Leonard Lavin goes 
ahead, promoting the hell out of what he has. 

Until now his sales spiral has sprung largely from 
ability to turn proved beauty shop products, of limited 
or regional distribution, into store-sold products of 
general demand. As such items win acceptance, 
Alberto-Culver ties to them newly acquired or de- 
veloped companion products. 

The five old products in the line have now been 
sold nationally for between nine months and five 
years. A single sales force, which in the last year has 
more than doubled, to 225 men, handles the entire 
line. Now these young men must be prepared to take 
on a half-dozen new products which are currently 
being market-tested. They specialize, not by products, 
but by type of account: supermarkets, drug or variety 
(syndicate) stores, beauty salons, or whatever. 

(Leonard Lavin is quite willing to put his wares 
into vending machines—when he thinks consumers 
can be persuaded to buy from them.) 

His present products have already bothered brands 
promoted by corporations whose combined .'rength, 
in assets and sales, comes to billions of dollars, and 
whose combined advertising weight exceeds $250 
million. 

And as new products gain a regional and then a 
national foothold, the oldsters continue to widen and 
deepen their penetration: 


VO-5 vs. Suave 


Today, for VO-5 hair dressing, Lavin boasts a 
“45% share-of-market.” This has been achieved largely 
at the expense of Helene Curtis’ long-leading Suave, 
whose share has dwindled to 20%. 

To get ahead in the lovely-locks branch of the 
beauty biz, Alberto-Culver had, in effect, to scalp 
Curtis. Let’s see how the invader and the long-time 
leader acted and reacted promotionally: 

In the list of 100 leading advertisers for 1958, Curtis 
stood 69th, with measured-media expenditures of $6.3 
million. The “100” did not yet include Alberto-Culver. 
Its expenditures still were only $2.7 million, and the 
admission ticket to the group then was $4.7 million. 

But in 1959 A-C stepped up reported expenditures 
150% to $6.7 million, and not only joined the “100” 
but pushed into the No. 75 spot. 

In 1960, raising its advertising ante 50% more, 


A-C moved up to No. 57. (turn page) 
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In this 2-year period, the upstart from Melrose Park 
nearly trebled total sales. 

Curtis was more consistent: Its advertising outlay 
stayed around $6.3 million—while its ad-standing 
dropped from No. 69 to No. 85. Its sales were little 
changed, around $50 million. 

Curtis, of course, is only one of a lot of est-blished 
factors which Lavin somehow had to uproot or dis- 
lodge. In five years—against Max Factor, American 
Home Products and Bristol-Myers and others—he 
claims that A-C’s Rinse Away has taken over 30% of 
its total market 

“And in the $95-million [retail] hair spray market,” 
Lavin emphasizes, “our new Alberto-VO-5 hair spray 

introduced last January—already has moved into the 
No. 1 spot.” In this process the man from Melrose 
Park has trimmed the rankings of competitive brands 
of Revlon, Curtis, Factor, Avon and Gillette’s Toni 
division. 

However, in other areas, Lavin’s growth has been 
less spectacular. 

In hair coloring, dominated by 
Clairol, A-C’ 
market. 
Command, with a 3%2% share, ranks far below 
Beecham’s Brylcreem, Bristol-Myers’ Vitalis, Chese- 
brough-Pond’s Vaseline and Colgate’s Wildroot. These 
brands, Lavin admits, individually have shares be- 
tween 15% and 8% of total market. 

But he may just be starting to throw his advertising 
weight against them. 


Bristol-Myers’ 
Tresemme still has only a 2% share-of- 
gece: men’s hair preparations, A-C’s 


The TV Route 

In October 1956, Alberto-Culver made a modest 
network TV debut by buying participation in NBC’s 
“Modern Romances” and “It Could Be You.” 
In the first half of calendar 1961 A-C’s reported TV 
time expenditures were $4 million for network and 
$1.9 million for spot. 


daytime 


Spots are concentrated heavily in 30 or more major 
markets. A-C emphasizes announcements. At this local 
level it does not sponsor programs nor does its sched- 
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Strikes It Rich 


Sales 
$1.5 million 


TV. Advertising $311,000 


ule include ID’s (station identification tie-ins). 

Lavin’s largest lineup of network shows includes 
the following: 

On ABC-TV: four one-hour weekly shows on as 
many different nights: “Hawaiian Eye,” “Bus Stop,” 
“The Untouchables” and “Target: The Corrupters.” 

On the other networks, from 10 a.m. to 5 p.m., Mrs. 
America can hardly turn her dial without getting 
“Alberto” in her hair. On CBS-TV (being scheduled 
for the first time) the company is in 11 shows: “Love of 
Life,” “Password,” “House Party,” “As The World 
Turns,” “Brighter Day,” “Secret Storm,” “Edge of 
Night,” “I Love Lucy,” “Video Village,” “Calendar” 
and “Surprise Package.” 

On NBC-TV, daytime, A-C is participating in “The 
Jan Murray Show,” “The Loretta Young Show,” “From 
These Roots,” “Concentration” and “Young Dr. Ma- 
lone.” 

As for “commercial coverage”: In four CBS morn- 
ing shows A-C’s products are plugged five days a 
week. In the seven afterngon CBS shows, A-C sounds 
off twice on Mondays, Tuesdays and Fridays and once 
on Thursdays. On NBC its commercials reach women 
every weekday except Monday. 

Night or day, the only time of the week when Lavin 
is not bombarding prospects on the networks is Satur- 
day—and in many markets, of course, spot TV takes 
care of that. 


Delegates’ Choice 

Last July, at the new O'Hare Inn near Chicago's 
O’Hare Airport, Alberto-Culver took time out to hold 
its first national sales meeting in three years. It was 
done in the style of a political convention. Each sales- 
man sat in his own “district.” The nine district man- 
agers and the headquarters executives provided 
“planks” for the platform. Leonard Lavin was both 
keynote speaker and presumably the delegates’ unani- 
mous choice for president of Alberto-Culver. 

The president told the meeting that he would pro- 
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pose an employees’ profit-sharing plan to stockholders. 

Meanwhile, under high-shooting quota programs, 
the salesmen can roll their own “profits.” 

Today “about half of our total volume is done 
through supermarkets,” Lavin explains, “and the rest 
through other types of outlets. I think we now sell 
to every major y iin where our type of products can 
be sold.” 


A View of the Maximum 

Yet he emphasized to the salesmen at the July meet- 
ing that, especially in grocery stores, A-C’s penetra- 
tion on present products was far less than complete. 
In grocery and drug outlets, respectively, VO-5 had 
70% and 99% distribution; Rinse Away, 69% and 
98%; Command, 44% and 88%; the new VO-5 spray, 
24% and 86%, and Tresemme, 45% drugstore distribu- 
tion. 

Maximum penetration of these products in grocery 
and drug outlets alone, Lavin said, would add $7.4- 
million annual volume. 

He will not reveal the new products now being test- 
marketed. (These are said to include a shampoo, a 
home permanent and proprietary drugs.) And though 
he declares (knocking wood) that “we’ve had no duds 
—yet,” it is said that a New Dawn hair spray and a 
new Silken rinse were quietly withdrawn from test- 
markets. 

He would have you believe that Mecca has nothing 
on Melrose Park: “With our people, Alberto-Culver 
is a religion. All of them, for example, are sure that 
each new product will be a success.” 

Such fervor can be catching. Though the higher 
brass of CBS and NBC could not make Alberto- 
Culver'’s sales meeting, President Oliver Treyz of 
ABC-TV showed up. “Ollie told me,” Lavin says, 
“that he never saw a sales group so inspired.” 

Two agency presidents who were glad to get to 
A-C’s shindig were Barton Cummings of Compton 
and Norman Strouse of J. Walter Thompson. Though 


Thompson (appointed last June for “new products”) 
was still too new on the account to do much more 
than say hello to the boys, Compton staged a show 
worthy of the $10- million billing bonanza Alberto- 
Culver had dropped into its lap. (The “ main” account 
was shifted last year from Wade Advertising to 
Compton.) 

Compton also happens to be the original member 
of Procter & Gamble’s large stable of ad agencies. 
Leonard Lavin admits that he “admires” P&G. He has, 
in fact, patterned some of A-C’s operations, such as 
the “product-manager” setup, after it. He likes P&G's 
ability to get new products into everybody’s hair. 

(Norman Strouse takes new-client Alberto-Culver 
so seriously that recently he arranged the first non- 
New York meeting of J. Walter Thompson’s board of 
directors. To this Chicago meeting were invited 
Leonard H. Lavin and other key people of Alberto- 
Culver.) 

Lavin makes it quite clear that he is not building 
Alberto-Culver for the purpose of “selling out . . . to 
P&G or any other company.” And when Alberto- 
Culver’s expansion and diversification may lead it 
head on against P&G, he is sure that his group will 
be ready for the opportunity: “The caliber of our key 
people will measure up to those in any other packaged- 
product company.” 


Athlete and Odd-Job Man 


Leonard was young when his father died. The 
older Lavin had built four companies—but not, ap- 
parently, strongly enough to survive the Depression. 
Chicago-born Leonard helped to support his mother 
and sister. While attending a technical high school, 
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SELL HIM SERVICE: Before he buys, the salesman tells him 
what kind of advantages he'll gain through his ownership. 


WHERE HE FITS in the picture: He sees himself as a 
part of a whole with map showing of Cape Coral. 
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They 
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A ‘Town 


When Jack Rosen was president and his brother 
Leonard was chairman, they accomplished a cos- 
metics revolution with Charles Antell, Inc. 

“We took a product — lanolin — that was as old 
as time, set it in a new marketing framework and 
made a household name of it. A name from which 
cosmetics sales still profit.” 

The brothers Rosen — Jack is the sales stem- 
winder, Leonard is the financial brain — sold 
Antell to B. T. Babbitt, Inc., several years ago. 
Now they're building another success story in 
a new venture. It’s a planned community, Cape 
Coral, Fla. And they're using the successful Antell 


) 3 


GIVE HIM THE SUCCESS STORY: The organization’s salesmen 
show him satisfied customers to set him quickly at ease. 
Sales 
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formula to do the job. Just as they added lanolin 
to the cosmetics industry, they're adding a new 
marketing ingredient to land development — their 
concept of national marketing of planned com- 
munities. And land is even older than lanolin! 

The huge community, near Fort Myers, con- 
stitutes an area of approximately 42.5 square miles, 
will have a population of 100,000 when it’s com- 
pleted. A lot of ground to cover. Yet, to date, 
the Rosens have sold almost 28,000 house sites. 
How? By using every marketing and promotional 
device in the sales books. There are 27 sales offices, 
250 active brokers, field representation in most 
states. More than 120 persons are employed in 
the Miami office alone. 

In a 7-month period, a tabulated 100,000 cars 
passed through Cape Coral. An average of 125 
couples visit the project each day. 
are staggering. 


Sales records 


Some of the Rosen promotional techniques: the 
company cruiser gives rides to 60 visitors a day; 
company planes fly 1,200 prospects over a typical 
week end (some Northern brokers have even taken 
jet cavalcades, coordinated by the Baltimore head- 
quarters office, to the scene); each Sunday the 
Rosens play host to 600 visitors at a buffet lunch. 

Cape Coral began in 1950 on an individual 
basis. Two years later it was selling at national 
level. Next Rosen venture: Golden Gate Estates, 
another Florida project. This one is for land alone 
— 2% or 5-acre sites for individuals to subdivide 
as they see fit. * 


NAIL HIM DOWN: “This can be yours,” is Cape Coral sales 
clincher that turns wavering prospects to buyers on the spot. 
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GET THE PROSPECT’S ATTENTION: Cape Coral does it, often, 
by flying vast numbers of interested people over its acreage. 


SAFE CORAL ie tl eli, = | j 


HOLD HIS ATTENTION: Show him the advantages, on the 
spot. The silver-spoon way is with a picturesque boat ride. 


TELL HIM what it’s all about: At Cape Coral, trained guides 
pre-sell visitors at development’s entrance-information booth. 


Who 


Motivates 


the 


Motivator? 


*® Ambitious salesman reaches his goal, the sales manager's 


job—and promptly runs out of steam. 


® Capable, fast-rising sales manager is put in charge of the 


entire region—and begins to slide. 


® After a brilliant climb, a divisional manager is named v-p, 


marketing—but the fire has gone out. 


How can the executive, who must continually work to motivate 


others, 


recharge his own batteries and re-motivate himself? 


By PAUL J. MEYER 


About a year before his death, 
George Bernard Shaw granted one of 
his rare press interviews to a well- 
known journalist. The reporter ques- 
tioned the aged playwright at length. 
Finally he said, “Mr. Shaw, you have 
known some of the greatest men of 
our time: statesmen, artists, philoso- 
phers, writers and musicians. You've 
now outlived almost all of them Sup- 


pose it were possible for you to call 
back one of those great minds—which 
one would it be? What man do you 
miss the most?” 

Without hesitation, the biting sa- 
tirist retorted, “The man I miss the 
most is the man I used to be!” 

One need not be an octogenarian, 
as Shaw was, to be able to look back 
at “the man I used to be.” But retro- 


spect without purpose has little value. 
When we compare ourselves with 
what we were yesterday, what differ- 
ences do we find? 

Do we still have the same drive, 
the determination, and the consuming 
ambition that seemed almost inex- 
haustible a few years ago? Or has it 
somehow diminished, now that we're 
nearing our goal? Do we still possess 
the same powerful self-motivation? 
Or do we find ourselves drained of 
inspiration by the demands of an ex- 
ecutive position because others are 
looking to us for motivational im- 
petus? How does one go about the 
task of motivating others and, at the 
same time, motivate himself? 

In short, who motivates the moti- 
vator? 


Premature Satisfaction 


I knew a young man in the Army 
who looked forward anxiously to the 
day of his return to civilian life. He 
planned to go into business for him- 
self; and, to implement that plan, he 
carefully saved every cent he could. 
He laid meticulous plans for every 
step of his venture. An experienced 
man in the specialized field he had 
chosen, he lacked neither business 
acumen nor common sense, and his 
achievement-motivation was so strong 
that failure seemed impossible. 

Within six months after separation 
from service, he had established his 
business. He worked without respite 
to protect his investment of time and 
money. Although the business was not 
a large one, it began to grow and 
showed promise of becoming a profit- 
able enterprise. The first year, busi- 
ness was good; the second year, pros- 
pects were even better. 

Before the end of the third year, 
however, something began to happen. 
Business took a turn for the worse, 
and if the cause was not immediately 
apparent, at least the results were. 
During the fourth year the business 
reached a definite state of decline as 
my friend scrambled frantically to 
shore up the plankings. 

The coup de grace was delivered 
by the appearance of a vigorous, hard- 
hitting competitor. My friend’s busi- 
ness expired. All of his dreams ended 
in a neat blue folder that contained 
his pleadings of bankruptcy. Today 
he works for the man who, he still 
believes, “put him out of business.” 

Although my friend is still asking 
himself “Why?” the answer isn’t too 
hard to find: He mistook the be- 
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ginning of achievement for the end! 

In two short years he had become 
an acknowledged success, not only by 
business-rating standards, but, more 
important, in his own estimation. It 
was here that he made the mistake 
of his life: He concluded that the goal 
he had been working toward was 
already an accomplished fact. His 
self-motivation was gone. He no 
longer worked as hard as he had 
during those first two years—not be- 
cause of laziness, but because he 
lacked the drive toward a goal. He 
no longer made the careful plans in 
the little, but highly important, areas 
that had once brought him to the 
threshold of success. The spark was 
gone, and he allowed his enthusiasm 
to cool before he got “inside” and had 
the door firmly closed behind him. 

I’m sure all sales executives know 
others who have made the same mis- 
take. They spend years working day 
and night to achieve a planned goal— 
becoming a district manager or a vice 
president in the home office. But once 
there, all the drive that brought them 
to this coveted position melts away. 
They run out of steam. They lean 
back in a plush executive chair, gaze 
with misguided satisfaction at their 
well-furnished office, and let their 
dream world slip out from under 
them. 


Hazards of False Security 


I've never seen a successful com 
pany in which a title on, the door, or 
even the executive suite, meant “Open 
Sesame” to a life of ease and retire- 
ment. A_ successful executive must 
work twice as hard as before. He must 
continue to be creative or he must 
be content to wither. When his en- 
thusiasm atrophies, the whole organi- 
zation under him dries up, too. If 
the business is his own, he can go 
broke. If it is someone else’s, he may 
find that another man with the quali- 
ties he once had is soon his successor. 
For the salesman who reaches the ex- 
ecutive level must retain the very 
qualities of drive and initiative that 
got him to that position in the first 
place. 

Fritz Kreisler, concert violinist, ap- 
plied this principle to his musical tal- 
ent. In common with most concert 
artists, Kreisler maintained a rigor- 
ous 8-hour-daily practice schedule 
throughout his entire career, Asked 
why he continued such practice after 
he had world-known for 
musical excellence, he explained, “If 


become 


I neglect to practice for a month, my 
uudience knows the difference. If I 
neglect for a week, my wife knows 
the difference. If I neglect practice 
for a day, Fritz Kreisler can tell the 
difference!” No amount of fame and 
fortune could lull Kreisler into a false 
sense of security, and away from the 
standard he had set for himself. 
Sometimes, the very fruits of our 
early labors—the title, the carpeted 
office, the authority and prestige—lull 
us into the false illusion that we no 
longer need to push and motivate 
ourselves. We lay aside the real tools 
of our achievement: our minds, our 
hands and our feet. We lose momen- 
tum, humility and the human touch. 
Perhaps the most important missing 
link between now and the man we 
used to be may be found in the fact 
that there is no longer someone above 
us to help supply us with inspiration 
and motivation. For the first time, 
the executive stands alone. But this 
is no oversight. 
alone. He 


achieved 


He is expected to 


stand would not have 


executive stature unless, 
somewhere along the line, he had 
exhibited an ability to stand alone. 
This brings us back to the basic 
question: “Who motivates the moti- 
vator?” Who provides the drive for 
the executive to whom others look 
for inspiration and leadership? The 
answer is obvious: He must motivate 
himself! He can no longer look to 


Motivator Meyer 


Paul J. Meyer is the president 
ef Success Motivation Institute 
Inc. of Waco, Texas. The nation’s 
leading sales producer for Frank- 
lin Life Insurance before he was 
25, a millionaire at 27, Meyer is 
now 33 and is making a life’s 
work of helping others achieve 
success through personal motiva- 
tion. His firm condenses the 
world’s leading motivational 
writings on long playing, high 
fidelity recordings and markets 
them all over the world. Meyer 
is one of the country’s strongest 
believers in personal motivation 
and is becoming one of the best 
qualified authorities on self-im- 
provement through motivation. 


the upper echelon for “outside” in- 
spiration. He is that “upper echelon.” 
Once he realizes this simple fact that 
the motivation for his continued suc- 
cess must come from himself, he can 
proceed with the proper steps to 
achieve it. He can build a compre- 
hensive program of personal motiva- 
tion that will keep him moving stead- 
ily forward. He can and he must 
“press on.” He cannot stand still. 

Everyone who desires counsel or 
help in building a program of per- 
sonal motivation can find it. Person- 
ally, I've always been an avid reader 
of motivational books, inspirational 
stories and the biographies of success- 
ful men in all walks of life. It isn’t that 
( have that much spare time, rather 
that I have found the experience so 
rewarding that I make time for it. 

I find this vicarious association with 
successful men helps to fill me with 
the same drive and determination that 
made them successful. I’ve learned 
from men whom I’ve never met that 
the only real limitations I shall ever 
encounter are those which I place on 
myself. 

The sales executive who, for any 
reason, ceases to motivate himself to 
higher goals is in real trouble—or is 
at least on the road to danger. What 
are the signs? Generally, there are five 
danger signals that serve to warn an 
executive that his own motivation is 
on the wane. These symptoms of 


“executive suicide” can manifest them- 
selves in the form of 


Doubt—doubt about himself and his 
ability to do the job that he is being 
paid to do. Self-confidence is lost; 


worry and confusion take over. 


Procrastination—putting off impor- 
tant decisions; hesitating to take con- 
sidered risks; hoping the problem will 
take care of itself 


Devotion to False Symbols—a sur- 
render to egotism and status seeking; 
coveting the title of the job instead 
of concentrating on better ways and 
new ideas for ac tually doing the job. 
a “well-thought-of” 
man instead of a thinking man 


Desiring to be 


Complacency—the surrender to the 
inner urge most everyone has to “take 
it easy” 


being satisfied with “good 


Y nough” instead of “good,” and 


Related 


to this complacency is the tendency to 


‘good” instead of excellent 


ignore initiative and originality among 
subordinates, and entrenching medi- 
ocre workers on the next-lower level 


to insure one’s own security 


Loss of Purpose—no mental pro 
vision or concrete plan for going any- 
where else; the first goal becomes the 
end of the career instead of another 


ceocmMning 


The sales executive who exhibits 
me or more of these danger signals 
He is adrift 
with no plan no purpose, no pattern 
bv which to live 


has lost his motivation 


Whether by accident or by design, 
many men couple motivation with a 
subconscious plan for success. It may 
be as simple as a beginning salesman’s 
saving to himself, “When I’m 35, I 
will be sales manager.” This is not 


“Put modesty aside and 
list every possible attri- 
bute and ability you 
have. Then make a 
study of someone who 
has already achieved 
success—noting particu- 
larly the qualities that 
have made him success- 
ful. You will be amazed 
at the similarity be- 
tween his attributes and 
those on your own list.” 


“Breaking the 4-minute 
mile was more a result 
of mental attitude and 
conditioning than of 
physical conditioning 
and training. You must 
first make up your mind 
and convince yourself 
that you can break a 
record before your mind 
will allow your body to 
do it.” 


a new concept or idea, but it is the 
subconscious application of the first 
step in a basic success formula which 
I feel can make you a master sales- 
man, a successtul sales executive, or 
just about anything you want to be. 
Here it is: 


First, crystalize your thinking. Set 
i definite goal for yourself — with 
a definite time-limit for its achieve- 
ment. Nebulous generalities, such as 
“wealthy by middle-age,” will not suf- 
fice. Set a goal of earning an exact 
amount, to the last penny, by a cer- 
tain date. You must know exactly 
where you want to go before you can 
ever hope to arrive. 


Second, there must be a plan for 
the attainment of your goal. You'll be 
surprised at how quickly a plan will 
change you from a wandering gen- 
erality into a meaningful specific. 
Write down your concrete plan. Break 
it up into outline form with inter- 
mediate steps that can be checked off 
frequently to show signs of progress; 
but never check a step off as com- 
pleted until work haS already begun 
on the next one. This is insurance 
against stopping short of the goal. 


Third, you must develop a burning 
desire to reach your goal through the 
use of this plan. Make an exhaustive 
list of every possible benefit to be de- 
rived from reaching your goal. In- 
clude all the improvements to your- 
self, your financial condition, your 
personality, and your abilities. Enu- 
merate the ways achieving your goal 
will benefit your family, your friends 
and associates, and even, indirectly, 
society and the world in general. 
Write down this list and keep it with 
you, adding to it as you discover new 


idvantages; subtracting only as your 


sense of values change (and they will). 

As you recognize the benefits to be 
gained you are automatically accumu- 
lating desire. As the desire becomes 
stronger, your personality will take 
on a dynamic magnetism that draws 
everything to you, and makes your 
goal possible. j 


Fourth, you must also maintain un- 
shakable faith in yourself and your 
ability to accomplish your purpose. 
Put modesty aside and list every posi- 
tive attribute and ability you have. 
Make the list as long as is commensur- 
ate with the truth. Then, make a 
study of some one man, or several 
men, who have already achieved suc- 
cess. Note particularly the qualities 
that have made them successful. List 
their qualities and compare the list 
with your own. You will be amazed 
at the similarity! You will find that 
you already possess the tools. Have 
confidence in them and use them. 


Fifth, you must create a force of 
iron-willed determination that will 
blast any obstacle from your path. If 
the benefits to be derived from achiev- 
ing your goal are worthwhile, then 
any person or situation that gets in 
the way is a thief, stealing your future 
success. Remember that there is no 
obstacle conceived by the mind of 
man that cannot be overcome by the 
mind of another man filled with desire 
and determination. Make your deter- 
mination so strong that it will elimi- 
nate any situation or circumstance 
which stands in the way of your goal. 

When Dr. Roger Bannister “broke 
the 4-minute mile” a few years ago, 
he explained that the feat was more 
the result of mental attitude and con- 
ditioning than of physical condition- 
ing and training. He simply set out 
to run the first three-quarters of the 
mile in less than three minutes. He 
knew that if he could accomplish that 
much, he would automatically run the 
last quarter in less than one minute. 
He also knew that he must first make 
up his mind and convince himself that 
he could break the record before his 
mind would allow his body to do it. 

So it is with a sales executive. The 
physical ability to carry out his job is 
secondary to the mental conditioning 
and self-motivation that prepare him 
for the task. As with the professional 
distance-runner, the sales executive’s 
first wind takes him only to the qual- 
ifying level. He does not become a 
winner and a champion until he starts 
to get and use his second wind. @ 
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Worse T 


A year or so ago, the former sales 
manager of a large West Coast firm 
flew 3,000 miles to Boston. After at- 
tending to his main business, he 
dropped in on an important customer 
that his firm contacted personally sev- 
eral times a year. The buyer, pres- 
sured and impatient, strode out to the 
reception room and greeted him with: 

“I can give you just three minutes.” 

When the two men were seated in 
the buyer’s office, the caller said: “You 
are allowing me one minute for each 
thousand miles I've traveled to get 
here. Don’t you think you could give 
me a little more time?” 

“If you 
sponded the buyer, “I'd say to you: 


were a salesman,” re- 
‘Before traveling 3,000 miles, why 
didn’t you find out whether I'd have 
time to see you when you got here?’ 
We have an executive conference to- 
morrow. I’m preparing a very im- 
Your three minutes 
O.K., you're not a 
salesman but the 
What’s on your mind?” 


portant report. 
are up, but 
sales manager. 

The sales manager got all of 20 
minutes—but not the order he thought 
he would write by honoring the buyer 
with his personal attention. 

An incident in another part of the 
country re-emphasizes how vital an 
area of sales strategy is this matter of 
timing: a matter, oddly enough, that 
is often given insufficient weight in 
the education and briefing of sales- 
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Again it involves a call on a 
number one customer. The man as- 
signed to this customer was new to 
the district, recently transferred and 
one of his company’s top men. The 
branch manager was also relatively 
new to the district, eager to make a 
good showing quickly. 

He had observed that the customer 
in question had not placed an order 
for a number of months. Earlier 
orders were very large. “He must be 
ready for a big order,” he advised the 
salesman. “Better get over there be- 
fore our competition moves in.” 


men. 


Too Quick a Leap 


What the branch manager had 
neglected to find out in his haste to 
beat competition was why the com- 
pany had not placed an order for so 
many months. When the salesman got 
to the buyer he found that the in- 
ventory of the product he was offering 
was indeed low. But advisedly. The 
state in which his customer operated 
assessed very high taxes on inven- 
tories of goods on hand. So as not to 
be penalized for simply having mer- 
chandise in the warehouse, it was the 
policy of the company to let inven- 
tories run down to zero toward the 
end of the state tax year. 

In not being advised of this by his 
manager and not digging into the 
facts himself, the salesman was made 
to look inept, coming in as he did 


Timed Call ““S 
an None at All 


with a full-scale presentation at such 
an ill-timed moment. Thus a new man 
got off to a poor start with an im- 
portant customer, who was given the 
impression that his interests had not 
been considered. 

Clues to proper timing are sought 
with detective zeal by sales managers 
and salesmen who are aware of the 
importance of this sensitive area of 
selling. Considerations are legion, dif- 
fering from customer to customer and 
changing with time, alterations in the 
business climate, or shifts of person- 
nel. 

“It’s one of the things that makes 
selling so exciting,” says a sales man- 
ager who has been especially success- 
ful in stimulating his branch managers 
to be constantly aware of this aspect 
of sales relationships, and to encour- 
age their turn to follow 
through on it. He adds: “You find 
yourself ranging all the way from the 


men in 


hard facts of your customer's oper- 
ation to the idiosyncrasies, mood, tem- 
perament of vour prospects. It’s hard 
to pin down somé of the elements of 
good timing. An experienced man 
gets a feel for timing that he can’t 
And, of 


course, the better he knows his pros- 


even explain to himself. 


pect, the more sensitive and accurate 
will be his timing.” 

Getting back to those hard facts of 
a company’s operation, let us begin 
with the fundamental of the custom- 


ers inventory situation. The division 
sales manager of a major manufactur 
er in the metals industry observes: 
Careful analysis of vour customer's 
inventory control, or his inventory 
position that seasonal business cyc les 
or local tax regulations necessitate, 
can save you making a costly sales 
call at a time when the customer can’t 
This firm, in 
training salesmen and briefing and 


make new pure hases.” 


guiding branch managers, impresses 
upon them that basic to all other con- 


siderations in timing of a call is thor 


ough knowledge of a customer’s buy- 
ing habits and the reasons for them. 
[he latter is important. A salesman 
working a relatively small territory 
will become familiar with his custom- 
ers buying needs and preferences. A 
man serving a larger territory, pos- 
sibly taking in several states or por- 
tions of states and Canadian prov- 
inces, may be ignorant of the fact that 
differences in tax laws affecting in- 
ventories exist. 

“We keep our men up to date on 
such matters,” savs the sales manager, 
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handling conventions. 


We have all the facilities, meet- 
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“never letting them forget that acting 
with such information clearly in mind 
may determine whether or not they 
get the order. It will also convey to 
their contacts that their interests are 
being considered.” 


Beware of Budget Time 

A company’s budget preparation 
time is something for a seller to be 
aware of, particularly when he’s sell- 
ing a product calling for a large ex- 
penditure by the customer. We now 
quote the man in charge of training 
branch sales management personnel 
and salesmen for a large concern, one 
of whose divisions is in the distribu- 
tion of building materials. 

He points out: “The more impor- 
tant a product is in terms of dollar 
expenditure, the more important is the 
timing of the calls and all that deter- 
mines that timing. For such major 
sales, we educate our men to think 
in terms of timing so that the sale 
may be programmed over months, 
even a year or two, and adjusted as 
circumstances change. This is so that 
persons critical to the decision mav 
be reached when thev will be able to 
do us the most good. And it’s also 
with the company’s budget in mind. 

“In cases where a large appropria- 
tion will be needed for what we wish 
to sell, we make sure the necessary 
money is in the budget or work to- 
ward allocation at a future budget 
session, timing calls accordingly.” 

Another suggestion: “In the case of 
a major sale or installation, if a group 
presentation becomes advisable, tim- 
ing must take into consideration the 
dates of meetings of kev management 
groups where discussion of the sub- 
ject of the desired sale may be made. 
If the aim is to get on the agenda of a 
quarterly or annual meeting, ob- 
' presentation must be 
planned sufficiently well and far 
enough in advance to win proper con- 


viously _ this 


sideration.” 

Another sales manager tells his 
men, if the final decision on a sale 
depends upon men who have a board 
of directors meeting coming up in a 
day or so, “Never, never time your 
call for the day before the meeting. 
Wait until the day after, when the 
man or men you need to talk with are 
more likely to be in a relaxed frame 
of mind.” 

Hear the comment of the regional 
sales manager of one of the nation’s 
largest concerns, one that makes 
equipment installations calling for in- 
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vestments of $50,000, $1 million, or 
more. on a single order. He says: “In 


our operation, timing is regarded as 


the number one element in any sales 


call: timing that takes into consider- 


ation the temperament of the key man 


or men and the situation of the con- 


cern, and timing that leads up to the 


orderly conclusion of the sale. Our 


selling cannot be a one-shot affair. It 


may cover a year, two years, even 


longer. Timing is as essential while 


doing the missionary work, creating 


the need—the desire—as it is in the 


final stages of the selling procedure. 


Any good sales manager or sales train- 


ing director could provide the mate- 
rial for a book of 10,000 pages on all 
that goes into timing. Because good 


customer relations depend upon it, we 


consider it one of the most sensitive 
areas of our selling. In full awareness 


of its implications resides the oppor- 


tunitv for creative work.” 


One of this company’s rules for its 


men is: “Never drop in because you 


are in the neighborhood”; another: 


“Never pressure.” This leads to the 


positive rule: “Whenever possible, set 


| 

1 up an appointment,” and its con- 
| 

| comitant: 
| 
U 
| 


“If time has elapsed, con- 
firm appointments.” The thinking here 
is: “A man knows his own schedule 


better than anyone else would, as a 
rule. There 


are emergencies which 


may change a situation in a dav or 


two. A busy man may forget to ap- 


prise even his secretary of a change 


in schedule. Or something—business 


or personal—may have come up sud- 


denly. In addition, if the man is one 
who likes to be treated with formality, 
enjovs marks of respect from others, 


he will appreciate being telephoned 


on the morning of the day set for the 


interview. Such a call for confirma- 


tion should be positive: to remind him 


of the appointment and say vou are 


planning to be there at the time set. 


It has the advantage of jogging his 


memory with respect to vour proposal 


and giving him time to review the 


subject matter of your interview. The 


implied courtesy often brings a warm- 


er welcome.” 


Keep Track of Time 


This sales manager has another hint 


for his men: “In making an appoint- 


ment, inform your prospect how much 


time vou would like and see if it fits in 


with the amount of time he feels he 


can spare. Let’s say it is 30: minutes. 


Don’t waste any of it. Keep track of 


the time during your interview. As 


the specified period is nearly up, draw 
this to your prospect's attention. 
Should you need more time, say: ‘If 
you would like to explore this a little 
more, I have the time now if you 
have’; or, “There are a few more 
points I'd like to explain in greater 
detail. I'd be glad to call back to- 
morrow or next week.’ ” 

A West Coast organization with an 
excellent sales training program has 
an interesting method of avoiding tim- 
ing problems. A key man in sales ex- 
plains it thus: “In a sense, it is pos- 


sible to make the time of the call the 
responsibility of the prospect. This 
applies where a relationship has been 
built up and either a series of calls 
are to be made leading up to a major 


sale, or else periodic calls are in order. 
In such cases, it is our policy to set 
the time for the succeeding call when 
the current one is being terminated. 
We do this even if the next call is two 
months hence. The appointment is 
verified shortly before the actual mak- 
ing of the call by the salesman, who 
either telephones or drops his contact 


\ 
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a line in the mail reminding him that 
he will be there at the appointed time. 
If for any reason the time has become 
unpropitious, the customer will let the 
salesman know and either suggest a 
new time or ask the man to call him.” 

tealizing that there are circum- 
stances where it may not be practical 
to make an appointment, this sales 
manager says: “In that case, we have 
our men call come what may. If no 
interview is granted or insufficient 
time is given, it at least provides the 
opportunity for setting up an inter- 


view and then proceeding as above.” 

Another large company, which finds 
that making appointments tends to 
bypass or eliminate timing problems, 
realizes that the necessary “cold” calls 
may present timing hazards. 

“We counsel our salesmen to get 
around these in a number of ways. 
During the developmental stages of a 
relationship, when little may be 
known of a prospect, his habits, pref- 
erences, situation, it is possible to feel 
things out by becoming acquainted 
with persons associated with the par- 
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ticular man or men you need to sell. 
It is often possible to get very valu- 
able information from _ other in- 
dividuals in a company you want to 
sell. This may be one of the better 
ways, on cold calls or with new con- 
tacts, to uncover facts that will help 
in timing so that a call may be effec- 
tive.” It is, in short, the aim of a good 
salesman to learn enough to be in a 
position to feel out the mood, con- 
venience, or accessibility of a strate- 
gically placed man. 

When the hard facts of a company 
and individual preferences or idio- 
syncrasies have been taken into con- 
sideration, there are still some timing 
rules and strategies that can be ob- 
served. 

“On lesser calls,” one sales manager 
reminds, “there is always the device 
of coming up with some gimmick or 
inducement that will open the door 
and make your salesman’s reception 
certain. Even so, it is well to deter- 
mine if your particular gimmick, at- 
tractive as it may seem to you and to 
your men, will have a timely appeal 
to your prospect.” 


Learn the Prospect’s Schedule 

Even such apparently small details 
as a prospect’s habitual lunch hour or 
departure time from his office to 
catch a train or bus or beat the traffic 
may make a salesman’s call welcome 
or a nuisance. Here’s how one sales 
manager puts it to his men: “Not 
every purchasing agent or even higher 
executive takes his lunch between 
twelve and one o'clock. Maybe his 
company has a cafeteria and your man 
eats there. If a salesman’s lunch in- 
vitation is turned down by his pros- 
pect for personal reasons, he should 
not be called upon at, say, 11:30. 
Either you deprive him of eating with 
fellow workers or you find your inter- 
view shortened, since the man may 
have to take his lunch within a spe- 
cified period. Usually, also, it is un- 
wise to time a call for late in the 
afternoon unless your prospect sug- 
gets it. He may be tired. Or jumpy 
because he wants to make the 5:10 
bus or commuter train.” 

Timing also reaches back to the 
salesman himself, another sales man- 
ager emphasizes. He warns his men: 
“An important sales call should not 
be made if your schedule is under ex- 
treme time restrictions. If long dis- 
tance telephone calls interrupt your 
interview, if his superiors require the 
buyer's time for five or ten minutes, if 
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your sales call creates the need for a 
repeat of the information to other 
members of the company or requires 
a meeting right then with other de- 
partment heads, a salesman should be 
in a relatively flexible position to con- 
tinue the sales interview without hav- 
ing to leave for other appointments at 
a specified time, thus losing the mo- 
mentum created.” This, of course, ap- 
plies to calls of sufficient importance 
to justify the time needed. “We advise 
our men to allow more than enough 
time for such positive contingencies. 
A good sales call requires complete 
relaxation on the salesman’s part. It 
will help to induce a relaxed mood in 
the prospect . . . something not likely 
to result if the salesman himself is on 
edge to catch a plane, drive to the 
next town, or hurry to another call. It 
should be possible for the prospect or 
buyer to feel that the salesman has all 
the time in the world to help him, that 
this is not one call out of eight or ten 
with the signing of the order the sole 
consideration.” 


The ‘Routine’ Call 

What about routine calls and the 
need of a salesman to get the most 
out of his day? The marketing head 
of a large concern dealing in paint 
products observes: “The selling pro- 
fession today is plagued with far too 
many ‘routine’ calls. Timing,” he says, 
“should provide for a time frequency 
that precludes the routine contact.” 
He considers this “a very important 
factor too often ignored.” If men are 


trained to make every call a selling ° 


call, he has found during a recent re- 
training program within his own or- 
ganization, “then, pertinent factors of 
timing must be and are taken into ac- 
count by the salesman. Making of 
every call a sales call means that each 
must have a predetermined goal. This 
in itself exerts some degree of control 
on time.” 

When every aspect of good timing 
has been understood and duly taken 
into consideration, a seasoned sales 
manager who was himself a salesman 
in his early days offers a caution: 
“Don't get so scared of making a call 
at the ‘wrong’ time that spontaneity is 
inhibited. Sometimes we have to 
break all our own and best rules.” 
Then he told us this story of one of 
the most successful sales calls he ever 
made, one involving a six-figure sale. 

“We had been working on this pros- 
pect for—I hate to admit it—nearly 
two years. Everyone concerned with 
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the decision had heard every detail ot 
our story and there was a general 
atmosphere of acceptance. The deal 
had erystalized to the point where we 
needed, really, only the approval of 
the president of the concern for the 
thing to go through. I had given him 
ill the materials 
necessary for him to make his de- 


information and 
cision. But he kept saying he wanted 
more time to study some of the de- 
tails. One of my rules, and that of the 
company, is, ‘Never high-pressure a 
customer. I knew this fellow pretty 
well by this time: he was the sort of 
guy who was definitely in favor of 
your proposition today and by the 
following morning when you were due 
to close the sal he’d changed his 


mind 


“This had just happened tor the 
umpteenth time when I learned from 
one of my other contacts in the firm 
that my man was preparing to start 
off on a Pacific cruise, combining busi- 
ness and a vacation. I checked further 
and found he was, in fact, due to sail 
on the following day. If he got away 
on this trip without signing, my sale 
would be held up for six months or 
more .. . maybe even off altogether. 
Without telephoning, I got into my 
car, picked up en route to his office a 
small bon vovage remembrance, told 
his secretary I would like to wish him 
a happy cruise . and was let in. 

“He was cleaning up a pile of last- 
minute details and the telephone kept 
ringing. By all my own rules, I 
shouldn’t have been there. But I kept 


my head and tried to communicate 
relaxation and good humor. Gave him 
my small gift, wished him bon voyage 

. and then—almost casually, heaven 
help me!—pulled out my contract 
with: “Since you are going to be gone 
for so long, Mr. Z., wouldn't it be 
a good idea to wrap this up?” 


‘The Best of Timing’ 

“There was a moment of hesitation, 
almost shock, on his part; then he 
took the pen and signed. I wished 
him the happiest and most rewarding 
six months he had ever enjoyed—and 
didn’t wait to have him change his 
mind.” A story that proves that there 
are exceptions to all rules. Or, maybe, 
this was the best ot timing, given the 
temperament of the man. @ EG 
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PROBLEM: How to wrap a package so it will take rough handling. 


SOLUTION: International Paper’s Gator-Hide, Extensible Kraft 
has a built-in stretch that withstands sudden shocks. 


HESE PACKAGES are W rapped with 

International Paper’s rugged Gator- 
Hide Extensible Kraft. You can drop 
them, throw them, bounce them. This 
Wrap can take it! 

Gator-Hide Extensible Kraft actually 
stretches to absorb sudden shocks with- 
out ripping. This makes it the ideal w rap 
tor any product that must withstand 
rough handling. Magazine publishers, 
for example, have found that Gator- 
Hide Extensible Kraft sharply reduces 
their post office rejection rate. 


International Paper pioneered the in- 
troduction of white, black and golden 
brown extensible kraft. Now, there are 
many special colors available. And 
Gator-Hide Extensible Kraft is supplied 
in either sheet or roll form, with such 
features as electric eye cut-off markings. 

Gator-Hide Extensible is also a re- 
markably uniform kraft paper. This 
makes it ideal for superior flexographic 
printing. Platemakers, inkmen and 
pressmen in our Southern Kraft Divi- 
sion have been extensively trained in 


this process. Using modern 3-color flexo- 
graphic presses, they'll brilliantly print 
your sales message. Give you wrappers 
that promote as they protect 

In paper and paperboard, Interna- 
tional Paper's sales and technical staff 
provides you with packaging that’s de- 
signed from the beginning to suit your 
product and solve your problems. 

Call any of our seventeen Southern 
Kraft offices. On 


contact your paper 
merchant—he’s probably been doit 


1g 
g 
business with us for years. 


INTERNATIONAL PAPER 


NEW YORK 17, N. Y. 


+ papers for home and office use + cor 


/ 
$s and 


* grocery and Specialty ba 


ling papers . 


sacks « pulps joi industry . 


paper 
f 


723,578 weekdays! 914,523 Sunday!’ That's The Detroit News total paid circulation—largest of any 
evening newspaper in America. In Detroit's three-county metropolitan market, where 1,080,000 families 
earn $9-billion annually, The News alone reaches 4 of every 5 homes that get a Detroit newspaper** No 
other newspaper in the nation’s top 5 markets offers such total market penetration—nor such deep 


penetration of all income groups (including $15,000 and over)—at the low milline rate of $2.00 weekdays, 
$1.75 Sunday. To sell Detroit, just use The News! 


The Detroit News 


st. + Chicago Office: 435 N. Michigan Ave., Tribune Tower « Pacific Office: 785 Market St., San Francisco - Miami Beach: The Leonard Co., 31! Lincoln Road 


New York Office: Suite | 60 E. 42nd S$ 


‘TRENDS IN PACKAGING AND PRODUCT DESIGN mma 


HOLIDAY TIMED SOME PACKAGING IDEAS seem specially tailored for the Christmas 
season. Such is the case with Zippo’s flint dispenser, which is being 
pushed as an “advertising remembrance” for the holidays. The clever 
plastic package, with a notched wheel that doles out flints, can be im- 
printed with a sales message, company trademarks, or firm name. 


emphasis on 
the selling packages 


e In its bid for the holiday dollar, The Parker Pen Co. has blended two 
seemingly incompatible merchandising ingredients: self-service and gift 
appeal. 

Carding merchandise has proved invaluable to many dealers in stimu- 
lating impulse buying, but such packages may fuel consumer resistance 
to buying a product for gift purposes. Parker, therefore, has developed 
a card that seals its T-Ball Jotter pen in a blister pack which also con- 
tains a completely prefabricated gift box. The company reasons the 
result is a package that contains the best of both possible worlds. 


e Another recent package worth attention is the dispenser provided for 
Johnson & Johnson’s Arrestin, a cold treatment. By deliberately maxi- 
mizing the surface area and building the function of the product right 
into its container, the designers aim to show the customer that the prod- 
uct can be used as drops or as a spray. The color scheme—black, white 
and red—is supposed to suggest the integrity appropriate to a pharmaceu- 
tical and be sufficiently dignified to give the package a strong in-hand 
appeal. 


R 


+ 
4 
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e Shoe boxes had better watch their cardboard. A permanent plastic 
package has been introduced for men’s leather slippers. The polyethyl- 
ene bag, which is designed and produced by the Dobeckmun Division 
of The Dow Chemical Co., is supposed to be both sales package and 
permanent storage kit for the slippers, especially when traveling. 


oS @PARKI 


e Another recent development in plastics: non-clogging closures for 
squeeze bottles containing even the stickiest, most viscous materials. 
Made of conventional polyethylene, the new closures are expected to 
gain wide use as squeeze bottle dispensers of glue, liquid detergents and 
hand creams. The closure, called Tip-Lock, has a captive overcap which 
slides upward to permit squeeze dispensing of the product through four 
orifices in the nozzle of the unit. When depressed, the overcap seals off 
the orifices, preventing further flow. Product leakage is prevented by a 
valve seal ring molded in the closure. The new caps reportedly require 
neither pre-assembly nor special capping equipment. The closure is 
made by Product Design & Engineering, Inc., Minn., out of resin sup- 
plied by U.S. Industrial Chemicals Co. 
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New quarterly report now available 


Ask for it from your Sun-Times and 
Daily News representative 


Field Enterprises, inc 


eed a Salesman? 


ire Two! 


With a policy of hiring two men when one is needed, Ivan 


Allen always has an extra man on its sales force—and nobody 


wants to be “extra.” That’s how the firm chalienges its men. 


There are no statistics available to 
show how many so-so salesmen are 
being carried by their firms simply 
because the sales manager has “too 
much invested to let him go.” Judg- 
ing from the laments often heard, the 
number is quite sizable. Just when 
does a promising salesman live up to 
expectations? How long should a sales 
manager “string along,” and how 
much investment in a man is “too 
much”? 

Hard questions indeed. But at the 
Atlanta-based Ivan Allen Co.—a 
southern firm grossing more than $8 
million a year in office supply sales 

the answers are specific. 

There is never any hesitation about 
bumping an unproductive individual. 
The over-all budget takes into account 
the fact that some men, inevitably, 
will not make the grade. 

In fact, Sales Manager Bill Harris 
is constantly adding new men. “The 
lowest producers are always in trouble 
because we hire two men every time 
we need one,” he says. This hard- 
punching southerner is a 
strong advocate of competition among 
his men and has budgeted a sizable 


native 


hunk of the sales budget for the de- 
velopment of new talent. 

Keeping tabs on 73 men is never an 
easy task. Most of these salesmen—53 
of them—work out of Atlanta, while 
the rest beat the bushes in territories 
covering a 4-state area. The challenge 
is twofold. Not only must this sales 
force maintain the present sales rate, 
but it must grow and expand in order 
to keep ahead of the expanding econ- 
omy in the south. 

This means 12 new men are added 
every year. To accomplish _ this 
growth, Harris hires 24 carefully 
screened new salesmen. It is inevit- 
able that 12 or 13 will drop out over 
the course of the year. 

Harris likens his sales force to a 
conveyor belt. New men start at one 
end. If they last through the initial 
training and salary period they move 
into the highly aggressive hard core 
with other commissioned men. After 
a time they move into what he calls 
the “comfort zone.” Accounts are 
built up, personal contacts insure a 
high level of sales and the man has 
it fairly easy until he retires or quits. 

The first stage concerns Harris the 
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ANOTHER FOR YOU IN CHICAGO'S 


A dollar’s worth of advertising buys 538 young 
families (adults with children under 15) in the 
Sun-Times / Daily News combination. Buys 505 
in the second-best combination. Difference: 33 
more young families for every single buck. 

You could try to cover Chicago’s young fami- 
lies with one newspaper. But even the biggest 
daily in town misses nearly 2 out of 3. 

That’s why it fakes two newspapers to sell 
Chicago. And in every major buying category, 
the Top Two for the Money are the Sun-Times 


and the Daily News. Our man has the facts 
(compiled in consultation with A.R.F.). Ask for 
them. 


CHICAGO: 401 N. Wabash Ave.,WHitehall 3-3000 | ATLANTA 
NEW YORK: Time and Life Bidg., Room 1708, | LOS ANGELES 


Circle 6-1919 SAN FRANCISCO 
DETROIT: Buhl Bidg., Room 1026, Sawyer- 
WOodward 3-0930 Ferguson- 


MIAMI BEACH: Hal Winter Co. Walker Co. 
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Construction 
Business 


@ Industrial Building Records Big Gains 
@ Corps of Engineers to Assist NASA 


Construction’s spectacular for October was Industrial Building. 

New projects poured into design offices at double September's rate, 

pushing its 10-month score 9°% ahead of last year. October Indus 

trial Building contracts almost tripled their low September pace to 
2°. increase over the like 1960 period. 


Among the larger projects planned or under contract are a $6 
million processing plant for the Sun Maid Raisin Growers of 
California at Selma, to be built by L. A. Dixon Co. of San Gabriel 

. Badger Mfg. Co. of Cambridge, Mass. will design and construct 
a propylene purification plant at Lake Charles, La. for Cities 
Service Oil Co. 


Ir lexas will be the site of a $3 million natural gasoline plant, 
to ‘he constructed for Phillips Petroleum by Dresser Engineering 
Co. of ‘Tulsa . . . $3 million warehouse will be erected at Englewood, 
N. J. by Glenwal Co. of Montvale for lease to Chevrolet Division 
of General Motors 


he National Aeronautics and Space Administration’s Moon-shot 
Apollo project will mean big constructiom Four district Corps of 
Engineers offices will assist NASA in acquiring real estate, design- 
ing and constructing facilities. Jacksonville will be responsible for 
design and construction at Cape Canaveral; Fort Worth for the 
manned spacecraft laboratory near Houston; Mobile for land ac- 
quisition and development of a static test facility for Saturn and 
Nova boosters on the Pearl River in Miss.; and Los Angeles for 


design and construction of test stands for F-1 engines at Edwards 
\ir Force Base, Calif. 


Other construction: World’s largest nuclear test reactor at Arco, 
Idaho, as proposed by Fluor Corp., Ltd. of Los Angeles, has been 
selected by the AEC at an estimated cost of $40 million. Ebasco 
Services, Inc. of New York is architect-engineer with the nucleat 
portion designed by Babcock & Wilcox of New York. 


Johnson, Drake & Piper, Inc. of New York took the $11.1 million 
contract to extend Queens County Van Wyck Expressway for im- 
proved access to New York City’s 1964 World’s Fair . . . Dark 
horse Clancy M. O'Dell Const. Co. of Baltimore turned in the 
$11.2 million low bid on Canyon Power ‘Tunnel for San Francisco’s 
Hetch Hetchy Water System expansion. 


ADV"T. “There may be some dispute about the strength of the 
nation’s economy, but one aspect appears just about indisputable. 
Construction, perhaps the kingpin of industry, is close to winding 
up a record vear.”” (N.Y. ‘Times, 11/19/61). EN-R is the Number 
One access to the decision makers who buy for construction. Get 
the pertinent data from your advertising agency. 


ENGINEERING NEWS- RECORD 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. ABC/ABP 


most. From the moment a man signs 
on he begins drawing anywhere from 
$375 to $500 a month. In fact, $4,140 
per month is spent to hire, develop 
and sustain new talent. 

It is fairly common practice in the 
office supply field to hand a new man 
a price list and turn him loose in the 
streets. It is also standard practice in 
this industry to keep “just enough” 
men on the roster. Both concepts are 
abhorent to Harris. 

In the first place, every man goes 
through an 8-week period in which 
he works with practically every de- 
partment. He checks stocks, takes 
phone orders, sits in with the advertis- 
ing department, looks over the 
shoulders of buyers—in short, he 
learns all about Ivan Allen and how 
it operates. It may sound fundamental, 
Harris says, but it is surprising how 
often this step is bypassed in order 
to get a man hopping on sales. 

Volumes have been written about 
recruitment practices, and Harris 
doesn’t pretend to have all the 
answers. But Ivan Allen has more 
applicants than it needs, and only a 
fraction of these are hired. What is 
the inducement? 


The Element of Competition 
Top pay with no ceiling on earn- 
ings is part of it. There is a liberal 
retirement plan but security, per se, 
is not a strong point. Harris believes 
the type of man the company seeks 
is more interested in the highly 
charged competitive atmosphere. If 
he makes the commission staff he 
knows he is good. The company’s best 
men thrive under the competition. 
Proof of this is the fact that there 
are so many old-timers on the staff. 
At least a dozen men have ten or 
more years with the firm; four top 
20 years of service. One man has 
been selling for Ivan Allen for 32 
years, and every one of these veteran 
salesmen came from an era when the 
total staff was much smaller. 
Management keeps a firm grip on 
this force at all times. Salesmen are 
given account lists and are not per- 
mitted to waste time sniffing up every 
alley for possible customers. Only ac- 
counts of true potential are carried on 
the lists. This concentrates the sales 
force on the top 15% of area business. 
Harris points out, “We know, in a 
general way, what a man should do 
with any particular account. Men are 
put on accounts where we believe 
they can make a good living.” The 
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lists are reviewed regularly, shifted 
from time to time to give men of 
demonstrated ability a crack at the 
more lucrative accounts. It is simply 
a matter of providing incentive, and 
a man who is doing well has the op- 
portunity to do even better. 

The 7% to 8% of gross sales a man 
earns often totals $12,000 or more a 
year. A few men nudge the under- 
side of $30,000 in earnings. Not bad, 
as one man put it, “selling paper clips 
and rubber bands.” 

Despite the careful hiring process 
—involving aptitude tests, interviews, 
a look at a 10-year character record 
and so forth—it takes the average man 
15 months to switch to full com- 
mission. Some men cross the line in 
only eight or nine months. A few 
stagger along for two years but if 
they haven’t made it by that time they 
are dropped. There are no border line 
cases, no false economy to coddle 
them for another month or two. Either 
a man is making more than when he 
started—all from commissions—or he 
is not. 

Some of the 12 men who drop out 
each year retire. A few are transfer- 
red to stores or other denartments and 
a couple leave of their own accord. 
The rest have written a sales record 
that spells “out.” 

The Ivan Allen Co. has learned 
that a crackerjack salesmari ‘!:ives on 
competition. By hiring “t vany” 
they have a built-in challenge. The 
implication for every man is clear: 
stay off the bottom of the list. 

But men need the incentive to 
operate effectively in this climate. 
Top, no-ceiling commissions are an 
important inducement. So is fair treat- 
ment. The prolonged training period 
prepares a man, makes him feel he 
has a chance to survive. He also knows 
that if he is producing he will find 
some “cream puff” accounts. 


Payoff in Reserves 

But perhaps the most important 
lesson is in management's view toward 
hiring. It costs money, a whopping 
$50,000 a year, for this firm to de- 
velop new talent. But the method has 
two advantages. It automatically 
answers the question, how much can 
we invest in a new man? And it means 
that promising salesmen are always 
on the way up. 

Besides, it keeps the sales staff on 
their toes. When two men are hired, 
everyone selling for Ivan Allen knows 
there is one man extra. @ 
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YOU CAN'T SELL THE ISOLATED 


AKRON | || ° ED 
LB) bal elo 


DOLLAR MARKET WITHOUT THE 
AKRON BEACON JOURNAL 


: . f : 
Akron’s big. It’s rich and, best of all, it can be completely 
sold at one low cost by placing your sales messages in its 
ONE and ONLY Daily and Sunday newspaper, 


NOW AVAILABLE... 


YOUR CHOICE OF THREE CONTRACT PLANS 
OFFERING DISCOUNTS UP TO 24% 
Plan +1 Bulk Contract Discounts 
Plan #2 Continuity-Impact Discounts 
Plan +3 Full-Page Contract Discounts 
For full information write The Beacon Journal General Ad- 
vertising Department or call your nearest Story, Brooks & 


viniey office, 


Now READY FOR DISTRIBUTION 
NEW 1961-1962 TOP TEN BRANDS 
CONSUMER INVENTORY 


A personal Consumer Inventory 
Survey consisting of 130 differ- 
ent categories with brand profiles 
by income, age and number of 
persons per household. A com- 
plete profile of your products 
compared with competition. 


iF YOU WANT TO SELL AKRON, DO IT THE COMPLETE, 
ECONOMICAL WAY. Akron’s ONLY Daily and Sunday 
newspaper offers ROP spot and full color in all issues. Roto- 
gravure, Comic and TV Guide Sections on Sunday. Let us 
tell you the complete Akron story. 


TOTAL BEACON JOURNAL CIRCULATION 
ey 167,686 =~ 178,613 


BEACON JOURNAL 


JOHN S. KNIGHT, President and Editor 
Represented Nationally by STORY, BROOKS & FINLEY 


In the 15-County Syracuse Market 


MEDIA SELECTION 
IS A CINGH 


Here is a market of 1,501,500 population, with 


annual buying income of more than $3 billion. 


There's a single, effective and economical way 


to sell all of it! 


The Syracuse Newspapers deliver 100°/, home 
coverage of Syracuse and Onondaga County; 
90°/, coverage of the Standard 3-County 
Metropolitan Area and up to 76% in the bal- 
ance of the 12 counties that comprise the 


TOTAL 15 COUNTY SYRACUSE MARKET. 


No Other Combination of Media in the Area Will Do 


a Comparable Job at a Comparable Cost. 


FULL COLOR AVAILABLE — DAILY AND SUNDAY 


America’s No. 1 


Represented Nationally by ae 
MOLONEY, REGAN & SCHMITT BS Test Market 


HERALD-JOURNAL & HERALD-AMERICAN THE POST-STANDARD 
Evening Sunday Morning & Sunday 


CIRCULATION: Combined Daily 230,692 Sunday Herald-American 210,123 Sunday Post-Standard 102,588 
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Case Study 


Manpower 


Promote Them Across—Not Up 


PLOLLALOLLLLOLOLEE 


“Where do I go from here: 


”> 


That's the dread question top 
management at many small businesses has to answer every 
time a good man gets as high as he can go on his departmental 
ladder. U.S. Rubber Reclaiming Co. found a way to hold on 
to such men with “diagonal promotion”—a solution that brought 
unexpected dividends in the sales area. 


PEOPLE L LOLOL OLE LODE 


Donald E. Jones, a chemical engi- 
neer, started with U.S. Rubber Re- 
claiming Co., Inc., as a salesman, was 
transferred to the laboratory, pro- 
moted to chief chemist, and then to 
production manager. Today he is a 
sales manager. 

“People thought we were crazy, 
putting a top salesman in the lab,” 
recalls William J. Fritton, executive 
vice president of this Buffalo com- 
pany, “but he did a beautiful job and 
broadened his scope to the point 
where he could go into any top spot 
in the company.” 

Jones’ winding road to success is 
an excellent illustration of U.S. Rub- 
ber Reclaiming’s “diagonal promo- 
tion” system, under which a man is 
promoted to another department 
when there is no room at the top in 
his own. This way the company is 
able to hold on to top talent, instead 
of standing by helplessly while it 
goes off to other, bigger companies 
offering more opportunities. 

Naturally, not every man can move 
into a slot in another department 
without some heavy mental adjust- 
ment. Some of a transferee’s skills 
will go unused in a new spot, and 
some foreign ones will have to be 
acquired. Furthermore, most sales- 
men want to remain salesmen and 
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chemical engineers like to stay in 
engineering. A certain amount of 
grooming and conditioning was nec- 
essary before the company could 
make its diagonal promotion oper- 
able. 

When Fritton initiated a program 
to encourage salesmen_to learn more 
about the technical and mechanical 
side of rubber reclaiming, he was met 
at first with considerable passive re- 
sistance — murmurs of “that’s not my 
job. I’m a salesman, not a plant man.” 

To convince the doubters, Fritton 
created an inspection committee, com- 
posed of rotating members of the 
laboratory, production and sales de- 
partments, whose function it was to 
meet every morning at 9 o'clock to 
review the day’s production. Respon- 
sibility for the product was pinpointed 
by a ruling that whenever the quality 
control department met with a prob- 
lem, the decision of the inspection 
committee was final. 


> The first results of the program 
were an appreciable increase in sales- 
men’s interest in the manufacturing 
of the product itself, and much 
greater competence in promoting it 
to prospective customers. Soon the 
salesmen began to make a practice of 
visiting the plants of their customers 


in order to familiarize themselves 
with the various production require- 
ments. This effort not only paid off 
in closer relationships with old cus- 
tomers, but led to the development 
of new business as well. 

In one instance, a salesman who 
had been unsuccessfully wooing a 
company supplied by a competitor 
chanced to make a call on a day 
when certain mechanical trouble had 
developed in the prospect’s plant. 
Knowing that his company had solved 
a similar plant problem, the salesman 
quickly relayed the details of the 
situation to U.S. Rubber Reclaim- 
ing’s plant manager, who was able 
to furnish the necessary information 
to solve the customer’s problem. Im- 
pressed, the prospect switched over 
to U.S. Rubber Reclaiming and is 
now one of the company’s important 
customers. 

Such cases have convinced U.S. 
Rubber Reclaiming that 
training and 


diagonal 
promotion make for 
greater efficiency and higher morale 
throughout the company. “It’s really 
great to have a team operation,” says 
Fritton. “Even our technical direc- 
tor, Benjamin Wendrow, gets out in 
the field. He’s so popular now that 
it no longer surprises me when a 
customer asks me “‘How’s Ben?” 


Case Study 


Seasonal Selling 


One Chance a Year to Sell 


Pp enema: 
bd 


: 


After the installation of a Christ- 
mas decoration program, Dept. of 
Commerce figures for December 1960 
showed an increase in retail sales of 
14% in Mobile, Ala., 11% in Houston, 
and — even in ‘Se face of a record 
in Washington, D.C. 

With these figures to back up a 
marketing program and with the 
knowledge that every city in the 
country of over 1,000 population was 
a potential prospect, the L. C. Wil- 
liams Co. began to organize to sell 
its professionally designed, attractive 


snowstorm—1.5% 


systems of municipal decorations. But 
the company had a lot of factors to 
( onsider 

L. C. Williams, president of the 
company, notes that in his business, 
obtaining the necessary facts at the 
right time and making the right deci- 
sions is absolutely critical. “In a sea- 
sonal operation such as this,” he says, 
“if a decision is either wrong or post- 
poned because of a lack of facts, it 
is next year before something can be 
done about it. You can’t miss and 
stay in this business.” 

Take the problem of prospects. It 
is a simple matter for salesmen to 
find which cities have populations of 
over 1,000. But who does the pur- 
chasing of decorations? It might be 
the mayor, chamber of commerce, 
Lion’s Club, Retail Merchants Assn., 
or any of a dozen other civic organ- 
izations. (In about two-thirds of the 
cases, Williams found, it happens to 
be the chamber of commerce which 
does the buying.) 


Other probk ms stemming from the 


When a city dresses up for Christmas, retail sales jump appreciably, 
so managing a sales campaign to promote municipal Christmas decora- 
tions would seem a fairly simple matter. But the L. C. Williams Co. 
of Houston, manufacturer of municipal-size Christmas decorations, found 
that it isn’t as simple as it looks at first glance. 


seasonal factor: Should the salesman 
go out in the field to make his strong- 
est selling effort during the early part 
of July or the latter part of August? 
Do integrated shopping centers buy 
earlier or later than municipalities? 
Are there certain sizes of municipali- 
ties—say, in the 5- to 8,000 population 
bracket—which are harder to sell than 
other sizes, or which have unique 
problems? Are sales territories fairly 
organized in terms of number of calls 
required and sales potential? 

Answers to questions such as these 
are crucial to the success of the Wil- 
liams operation (which has grown 
from what Mr. Williams refers to as 
“an old garage and my briefcase,” 
to a million-dollar-a-year organization 
with a peak staff of some 200 peo- 
ple). 

One problem the company didn’t 
have was that of maintaining con- 
tacts. The company employs 38 
salesmen who work full time from 
May | to November 1 on a commis- 
sion basis. Turnover is negligible. 


> In order to obtain answers to its 
questions economically and on an up- 
to-the-minute basis, the company last 
year installed a Royal McBee Keysort 
card system to collate all the data 
that had previously been scattered 
among filing cabinets, salesmen’s pros- 
pect records, orders, and other un- 
related pieces of paperwork. 

Instead of sifting through masses 
of data, the Williams Co. transferred 
each pertinent piece of information 
to the card system so that a simple, 


POPC OOOOOD 


mechanical operation could, in min- 
utes, answer the questions and pro- 
vide the facts so critical to making 
key business decisions. 

For instance, the company faced 
the problem of whether it was profit- 
able to take the time to sell cities 
with under 5,000 population. The 
collated data showed that in the East, 
where there is a high concentration 
of small cities, it is a worthwhile 
effort. In the West, in areas such as 
North Dakota, it is generally a waste 
of the salesmen’s time. They were 
therefore advised to concentrate on 
localities where sales potentials were 
best. 

The question was raised as to 
whether it is worthwhile to try to sell 
shopping centers, or whether their 
decorations were generally handled 
by professional decorators. A quick 
check through the Keysort cards 
showed that if a salesman called on 
shopping centers, he would sell every 
third one on the average. 

Another question answered was 
how much should a salesman expect 
a city to be able to budget for Christ- 
mas decorations? A check of the 
cards determined the average expen- 
diture of one city in each population 
group and this figure was given to the 
salesman as an estimate of what kind 
of budget he could propose to the 
city authorities. 

Much precious time—at a premium 
for the seasonal seller—was thus able 
to be devoted to the business of sell- 
ing, rather than wasted on organizing 
paperwork. @ 
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Qualatex 
Imprinted Advertising Balloons 


by PIONEER 


Parents are your best customers. 
No promotion designed to 
attract them is complete with- 
out something for their kids. 
Nothing pleases kids at lower 
cost than balloons. Pioneer 
makes balloons easy to buy. 
Send coupon for everything you 
need to know to add balloons 
to your promotion. 


es heat a 


The Pioneer Rubber Company 

416 Tiffin Road, Willard, Ohio 

Dear Mrs. Wolfe: 

Please send me free “Advertising Balloon Fact File,” 
containing full color illustrations and prices, ideas, 
ordering instructions and order blank and imprint 
work sheet. 

Firm 

— ——— 
Se es 


Requested by - 


They’re in the News 


Green Grow Texaco Sales 


The gentleman is Green by name. 
By any standards of achievement, he’s 
in full ower: He's John W. Green, 
49, and his appointment as vice presli- 
dent in charge of world-wide sales for 
Texaco, Inc. makes him one of the 
biggest men in the marketing world 
Green was born near the source of 
the industry he early decided to make 
N. M., 
Since he knew 


where he wanted his career to go, he 


his lifework 


Albuque rque, 


calls him native son 


elected to take a degree in business 
| ] 


ne 
administration and in 1935 was 


we 
. 


i 


- 


2 


* 


awarded his B.A. from Baylor Uni- 
versity. That same vear he joined 
Texaco’s Domestic Sales Department 
at Dallas, spent the next few vears on 
sales and 


managerial assignments 


A AA ter tan 
» 


5“ bom 
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around the Lone Star State. Texaco 
moved him North —to Georgia — in 
1942 and made him state sales man- 
ager. For six years he bossed the 
area and then Texaco sent him back 
to Texas. Later he was manager of 
the company’s 11-state southern sales 
region. He came to New York about 
three years ago as manager of the 
14-state northern sales region. A 
couple of additional promotions set 
him squarely in the line of this big- 
gest of all Texaco’s marketing posts. 
An easygoing man with the gleam of 
humor in his eve, he can turn dead 
serious when a sales problem must 
be coped with. With the world as his 
berth, he'll be doing some traveling, 
making sales and friends for the com- 
pany he’s spent his entire career pro- 
moting. 


The Country Boy at Schick 


Robert F. Draper, who refers to 
himself as “a country boy with mud 
on my shoes,” has come to Schick, 
Inc. as president: Schick’s challenge, 
which propelled him from National 
Presto Industries where he was v-p 
for sales and marketing, is to cut the 
sales whiskers from a product that is 
the oldest name in the electric shaver 
industry but which stands third in 
sales. Draper is 48—a very voung- 
looking 48 — articulate but under no 
illusions about the magnitude of his 
task. “We've got to get back to 
basics,” he savs. “Features, price, 
consumer demands—we've got to 
take a fresh look at them all. And 
we must tell our product story in a 
continuing consumer ad program and 
back that up with aggressive sales- 
manship.” Charles Revson first 
spotted Draper and decided that here 
was a man with the push to propel 
Schick into leadership. The Draper 
background is lined with success born 
of initiative. (He financed his way 
through the University of Wisconsin 
by selling siphonproof gas tank caps!) 
He’s held executive jobs with Sher- 
win-Williams and Montgomery Ward, 
made a name for himself .at National 
Presto. The Drapers have a family 
hobby which makes them a 5-person 
armed force: On weekends they take 
to the woods with bows and arrows 
for deer hunting. “Fortunately for 
the country’s wildlife,” he adds, “we’re 
all lousy shots.” He hopes to take 
better aim on Schick’s problems. 
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The ‘DARINGEST INVESTOR’ in TV! 


(continued from page 41) 


he worked in a sporting-goods store owned by a 
relative. He also became an athlete of sufficient 
promise to win a “basketball scholarship,” to the 
University of Washington, in Seattle, where he played 
guard. The scholarship paid only about half of his 
expenses. A variety of odd jobs met the rest of them. 

He discovered that he liked to sell. After gradua- 
tion in 1940, he set out to sell fragrances for Lucien 
LeLong. 

(Though I spent three or four hours with Leonard 
Lavin, including lunch with him and his wife and 
several of their key executives, I still don’t feel I 
found out why a he-man picks the beauty business. 
Lavin says he did so because “I like women.” Though 
one could add, 
“Beauty products require the most imagina- 
tive selling of anything I know.” 


he did not say it in so many words, 
tor him: 
Those who make a 
go of this business seem able to make and market 
about one new “miracle” each month. And though the 
competition can be rough, the markups are high.) 
The “fragrances” phase of his career was interrupted 
by World War II. For four long years he served the 
Navy in the Pacific—at sea all but three of these 200- 
odd weeks—on a destroyer, then a battleship and then 
an attack transport, in the one-and-then-another con- 
quest of “those islands.” He admits that he was 
“lucky: Once, half of our ship was sunk. I was on 
the other half.” At the time of his discharge he had 
reached the rank of lieutenant-commander. 


‘Opening’ the U.S. for Halgar 

After four postwar months with LeLong fragrances, 
“I met an elderly gentleman named Frank Hall. He 
owned several companies—including one called Hal- 
gar, which had a new type of permanent wave. On 
this product Hall offered to give me $25 for every 
account I could open in every town of 15,000 or more 
population in the whole country. In each of the 
smaller towns distribution was to be limited to only 
one account. 

“Still, the offer appealed to me. But to cover all 
those towns I needed a car. Car dealers like to see a 
little cash in their transactions. But I managed the 
equivalent because of one woman I hadn't succeeded 
in selling. She returned the ring I offered. 
was enough for a down payment on a car.” 

Today Alberto-Culver executives boast that theirs 
is the “only company where the president can tell you 
the present volume and the potential of every 
account.” 

But 15 years ago, 26-year-old L. H. Lavin did not 
learn all this from electronic computers. In Alameda, 
Albuquerque, Alexandria, Alton, Ames, 


Its value 


Anderson, 


Anniston, Appleton, Athens (Ga.) and Austin (Minn. 
and Tex.) 


and other places, alphabetically, to Walla 
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CAMPAIGN FOR VO-5 rates top-echelon huddle as Lavin 
goes over ad layouts with secretary-treasurer, wife Bernice. 


Walla, York and Zanesville—he saw and sold accounts 
personally. 

“Within 12 months,” he recalls, “I opened 2,400 
accounts for Halgar, and earned $60,000 for myself. 
Within 18 months I'd ‘opened’ the whole U:S. 

“Hall was pleased. He made me sales manager. But 

I still went back on the road every week from Sunday 
night to Friday night. Within two years a force con- 
sisting of six men and myself had built $2-million 
annual volume. We did it without national advertis- 
ing. We used only co-op with stores. 

“Then I discovered that Hall, a multimillionaire 
from other businesses, did not want to develop Hal- 
gar any more. He just wanted to make money easily. 
He asked me to drop the men and do the whole sales 
job myself, for $500 a week. Though this would have 
doubled my salary, I decided to resign.” 

Lavin joined a Chicago ad agency, Wesley E. 
Shearer & Associates, in charge of new business. “In 
four months,” he recalls, “I brought in five accounts. 

. But then I met Jules Montenier of the Stopette 
Co., Chicago, and I decided that the ad agency busi- 
ness was not for me. The client always has the last 
word. 

“Montenier offered me the job of merchandising 
manager. I took it. Sales of Stopette deodorant then 
were about $700,000 a year. After 18 months I ar- 
ranged with Montenier to do all the selling and 
merchandising on this product, and formed Excello 
Sales Agency, Inc., New York. In three years we built 
Stopette’s volume to $5 million. We worked ex- 
clusively for Montenier. 


turn page 


' 


“Then, in the fall of 1952, Montenier decided that I 
was making too much money. Suggesting to my 
Excello men that they stay with him, I resigned and 
formed another sales firm, Leonard H. Lavin & Co.” 
(Stopette is now owned by Helene Curtis Industries, 
Chicago 

In his new setup, nine years ago, Lavin made sure 
not to put all his efforts.on a single account: “By 
October 1954 I had 45 men working with me. On 
ten accounts we were doing a total $7 million. On 
each account we did the whole selling and merchan- 
dising job. We advised on advertising. In fact, we did 
everything but pay for the advertising.” 

More and more he got to thinking: “If we can do 
so well selling others’ products, why not sell our own?” 

He went back to see Frank Hall, bought Halgar 
from him, and formed a separate company, Lobco 
named for Leonard and Bernice Lavin) to make and 
market this permanent wave. Two months later he 
bought Enoz moth flakes from Diversey Corp., and 
formed the Enoz Co. to do the job for this product. 

But neither proved the entire answer to a pro- 
moters prayer. D hia 

In March 1955, Lavin says, “I was out in Los Angeles 
talking with some top people from Thrifty Drug 
Stores: Was ‘anything’ in this area for sale? They 
mentioned a promising product called VO-5 hair 
dressing, owned by Alberto-Culver Co., a limited 


partnership. VO-5 then was sold primarily to beauty 
salons on the West Coast, and had some distribution 
in salons and stores in the Middle West.” 

The formula for it had been developed by an 
Italian chemist named Alberto. One Culver launched 
a business on it. After Culver’s death, his wife con- 
tinued the business with a Leonard Hoffman, who 
was then in active control of it. 


Cash Offer Wins A-C 

Lavin went out to Hoffman’s home in an L. A. 
suburb and “spent six hours with him. I learned that 
four major manufacturers were bidding for Alberto- 
Culver. Their offers ranged around $500,000. They 
all wanted to pay about $100,000 down, and the rest 
over the years. I offered to pay $435,000 cash, and 
Hoffman agreed to sell on that basis. 

“One problem, however, was that I didn’t have the 
cash! 

“Also, I knew I'd better move fast to get it. 

“I flew to San Francisco, where I had some things 
to do, and then home to Chicago, where I managed 
to borrow the money from a bank. By the following 
Monday I'd flown back to Los Angeles with an at- 
torney and an accountant. We closed the deal. 

“Alberto-Culver had 25 products. But VO-5 alone 
did $300,000 of its $400,000 volume. We killed the 
others. We also dropped Halgar.” 


Why not have ACB check your 


DEALER 
ADVERTISING 
TIE-IN 
SUPPORT? 


Newspaper Tearsheets 


FREE SERVICE 
. . » FOR SUBSCRIBERS ONLY 


A full service department is 
at the disposal of our readers 
who have problems in finding 
sites for their meetings or spe- 
cial events. If you are not quite 
sure where to meet, or if you 
cannot. get exactly what you 
want, write or call: Meeting- 
site Service, Sales Meetings, 
1212 Chestnut St., Philadelphia 


ACB will furnish ‘‘Tear- 
sheets’ of all Dealer Ads 
that mention your product 
as they appear in daily and 


Sunday newspapers—or if 


you prefer, we can furnish a 
detailed typewritten report 
of this activity. 


face) We read every daily newspaper advertisement 
roe ADVERTISING CHECKING BUREAU, inc. 


NEW YORK, 353 Park Avenue South « CHICAGO, 18 South Michigan Avenue 
MEMPHIS, Tenn. + COLUMBUS, Ohio »« SAN FRANCISCO, 51 First Sireet 


Simply tell us the ads you 
want to see — your own dealer 
ads or your competitors. It 
doesn’t make any difference 
to us. When such ads appear 
we'll spot them—and place 
the tearsheets (or reports) on 
your desk. 


Send today for descriptive material and free catalog. 


7, Pa. WAlnut 3-1788. 


When you write or call for aid 
from Meeting-Site Service, 
please include as many facts 
about your needs as possible in 
your initial inquiry. These facts 
include: how large a group is 
involved, probable dates, areas 
or cities you would consider, 
special facilities you need or 
prefer. 
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But all these abrupt endings did not keep Lavin 
from his search for other tried-and-true products: 

“In February 1956, my Hawaiian sales people told 
me about Rinse Away. It was owned by Skan Labo- 
ratories, Pasadena. I flew there and met the owners. 
This situation was similar to that of VO-5, and so was 
my approach to it. Here was a potential companion 
product to VO-5. It was also sold through beauty job- 
bers, mainly in the Far West. Again, big manufacturers 
were bidding for it, on the same part-down, most-later 
basis. 

“We could get it for $388,000—cash. This time I had 
to borrow only part of the total amount. We sold the 
Enoz company to provide the rest of it.” 

Later, Alberto-Culver bought Tresemme hair color- 
ing, and in 1959 branched more widely into beauty 
products by acquiring Derma-Fresh. Formerly sold 
only to hospitals, this skin conditioner and body lotion 
is now part of Alberto-Culver’s line to stores and 
beauty shops. 

The company is now “creating” (Alberto VO-5 creme 
rinse), but will keep on “acquiring.” Leonard Lavin 
seeks “well-established products in large fields, with 
b'g potentials. ... We'll build any [packaged] product 
that can be sold in a supermarket or a drugstore. 
Among others, this means proprietaries and soaps, as 
well as health and beauty aids.” 

Though part of his progress up to now stems from 


swift and furtive flank attacks, he is now sure that his 
outfit is ready to make some frontal and all-out on- 
slaughts. 


The People in A-C’s Future 

“Tl rank the caliber of our people with—or ahead of 
—any other company’s. Our top executives are young— 
average age 36—but they've all had a lot of experi- 
ence. Primarily, we've built our own key people: We've 
acquired our experience together.” 

Still lacking a publicist, the president writes the 
list of ten “key personnel,” putting in an average of 
five lines about each. The fact that six of the ten have 
marketing-advertising backgrounds may be note- 
worthy. The nine men and one woman who are set- 
ting the stage for that $100-million sales volume five 
years hence are: 

Leonard H. Lavin—President 

Robert L. Haag—Vice President Retail Sales Division 

Edward C. Friedel—Assistant to the President 

Carl J. Berst—Vice President Internationa! Division 

Charles A. Pratt—Director of Advertising 

Ivan D. Levinger—Director of Products—Retail 
Division 

Bernice E. Lavin—Secretary-Treasurer 

Philip H. Weldon—Sales 
Division 


Manager—Professional 


turn page) 


FOR THE FINEST 
AWARDS... 


leading companies choose 
Customized Jewelry 


Read the names: Ford, Coca-Cola, Scher- 
ing, ITT, Lockheed. These and scores of 
other companies with the whole world to 
pick from, choose Williams & Anderson 
customized service award lapel buttons, 
key tags, tie grips, brooches, etc. Want to 
know why? 


w 


Send for FREE 12-page booklet 
WILLIAMS & ANDERSON CO. 


EMBLEM MANUFACTURERS SINCE 1901 


Sales Management DECEMBER 15, 196I 


Industrial Division Cow en Senet NEW 
14 Third Street, Providence 6, R. |. ESTERN NEW yorn's CREATES 
WESTERN NEW To 


SELL ME IN THE MORNING’ 
~ says BUFFALO 


The early advertiser catches the sale in Buffalo 
and Western New York where women, for 
example, start each day with the Courier-Express 
and its retail ads. 

The Buffalo Courier-Express carries more week- 
day women’s clothing store linage than any other 
paper in the country except the New York Post 
and the Los Angeles Times. Here’s the linage score 
in three vitally feminine fields: 


WEEKDAY LINAGE 


Source: Media Records 


ROP COLOR 
7 DAYS 


Represented Nationally by: 
Newspaper Marketing 
Associates 
New York, Chicago, 
Philadelphia, Detroit, 
Los Angeles, 

San Francisco 


BUFFALO eXPRESS 
_ oh 


Gus C. Kass—Director of Technical Research 
Robert L. dePauw—Controller 


Haag was hired by Lavin a dozen years ago as a 
“detail man” for Stopette. . Friedel audited Ex- 
cello’s books, flew with Lavin that Monday to L.A. 
to check on Alberto-Culver’s “worth,” and moved in 
formally in 1956 . Berst built and sold (to Armour) 
a cheese company, before tackling the world’s hair- 
beauty problems on August 1, 1960... . In the course 
of selling NBC-TV daytime, Pratt met Lavin... . With 
Schwerin Research Corp., Levinger had weighed the 
impact of A-C’s commercials; today, five brand man- 
agers under him give him an opportunity to prove his 
findings. . Weldon, Kass and dePauw brought in 
specialized experience and knowledge. Friedel and 
dePauw both were graduated from the public- 
accounting firm of Peat, Marwick & Mitchell. 

These two, and Bernice Lavin (who is also in charge 
of all purchasing) help the president to get facts and 
figures fast! An IBM Ramac machine is being in- 
stalled in hig office to provide hourly “ticker-tape” 
reports from every sales district. At he -adquarters he 
keeps in daily telephone touch with “all our district 
managers and at least half of all the members of the 


sales fc YT ce.” 


In this otherwise-“recession” year, Alberto-Culver’s 


salesmen (average age, 29 years) work against annual 
and quarterly quocas to provide that rise of at least 
50% in sales. Leonard Lavin says that “all of our 
districts and 85% of all our salesmen are ahead of 
quota.” 


Taking the Formula Abroad 

Every Success Story should have a formula. The 
5-part formula of the Mystery Man of Melrose Park 
may seem almost too pat: 

1. “A good product.” (By nesv, in fact, a dozen of 
them.) 

“A good package.” (Variety Stores Assn. recently 
named VO-5’s package “best of year.”) 

3. “A good sales force to get distribution.” 

4. “Strong advertising to move the product.” 

5. “Effective merchandising.” (In consumer “deals” 
A-C introduces new products with established ones, 
at special prices.) 

Point No. 6 might well be the Alberto-Culver 
“religion.” Lavin has a strong sense of mission: Not 
only will he make the beauty biz a lot bigger here, 
but he will sell it more broadly, to people of more 
nations and races, than any other American company. 

In these few short years he has established Alberto- 
Culver plants in Canada, Mexico and Venezuela; he 


BUSINESS iN 
PHILADELPH\g? 


STAY at PHILADELPHIA’S ONLY CENTER CITY MOTOR HOTEL 


25 


FRANKLIN MOTOR INN 


The Parkway at 22nd Street 


« 300 Air Conditioned Rooms’ « Cocktail Lounge 
« Dining Room «TV and Hi-Fi Radio in Each Room 
¢ Free Parking on Premises + 24 Hour Direct Dial Phones 


e Meeting Rooms for groups up to 150 


For rates and reservations 
Phone LOcust 8-8300 
Charles L. Cairo, Manager 


Teletype PH 513 


-SM- 


AT YOUR SERVICE 


DETERMINE 
YOUR SALES POTENTIALS 


Scientifically proven forecasting meth- 
ods will indicate your actual sales from 
| year to 18 months ahead by prod- 
ucts and sales territories, Currently 
used by many of the country's lead- 
ing corporations. Allow us to send 
you, without obligation, our brochure 
on Sales Forecasting. 


J. CARVEL LANGE, Inc. 


Subsidiary of 
Industrial Commodity Corporation—28th Year 


OXford 7-1262 
122 East 42nd St., New York 17, N. Y. 


Ty 


SALESMEN WANTED 
for BRAND NEW RED HOT SIDELINE 


for department stores, book stores, toy 
stores, schools (6th grade through col- 
lege). Protected territory. No competing 
products. Write: Box 1250, Sales Man- 


agement. 


Coming January 5 


The Nation’s Top 
TEST MARKETS 


Sales Management 
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+ "@ 


BETHLEHEM | == 
W AN TED ror au users oF vecats 


RUBBERCAL™ (plastic decal) is permanent, waterproof, tough 
Easiest applied — without water in any weather. Best indoor, out 
door emblems. More economical. Write for somples. Made only by 


MULTI-COLOR PROCESS CO., Box 1033, Tulsa, Okla. 


Awe OHIO Oli.co. 
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has contracted for manufacturing in ten other 
countries, and though he may sell through representa- 
tives in such countries as Australia, more of A-C’s 
own people are now busy beautifying in England, 
Austria, Germany and Denmark. 

Recently, he went abroad twice in three months 
to put more personal push into it. 

The number of accounts multiplies, but he still tries 
to know them. He sees to it that A-C knows their 
people as well as their potentials. Though he may 
call on “Mr. Kroger” (Joe Hall) or “Mr. Safeway” 
(Bob Magowan), he makes sure that his story is also 
well told at the buyers’ level. 


Arming for Committee Buying 

He dislikes the chain-retailers’ trend toward com- 
mittee buying: “What do meat and cheese buyers 
know about beauty products?” But since this situation 
prevails, he tries to make sure that his men give in- 
dividual buyers “adequate information about our 
products to present to the whole committee.” 

Alberto-Culver is far too busy creating national 
brands to consider turning out anything for private 
labels. 

In this connection, Leonard Lavin might suggest 
that, if more manufacturers put more faith and energy 
and dollars into their brands, the private, store-owned, 


me-too brands would not stand a chance against them. 

“Strong advertising” to A-C’s master marketer 
means, among other things, using “the strongest 
medium possible. . . . : And then we try to dominate it. 

“In our opinion, the strongest medium for our type 
of products is television.” 

In addition to production machinery, my president- 
guided tour took us to the theater for beauty shop 
operators, A-C’s own print shop, which meets sta- 
tionery, labels and “22 other needs,” and the electronic 
computer center. 

En route, Lavin kept opening doors: “I have to poke 
my nose in,” he explained, “to find out what’s cook- 
Mier 

The Lavins find time to spend with their 12-year- 
old son and two daughters, 9 and 6. A report of the 
company picnic, last August, says that the president 
performed creditably at pitching in softball and that 
the secretary-treasurer kept busy “leading some little 
ones by the hand over to the puppet show.” 

Leonard Lavin goes in for golf, does some bowling; 
reads a lot of both fiction and non-fiction; and is 
increasingly concerned with foreign affairs. 

Often, Bernice Lavin accompanies him on those 
trips abroad. 

For Alberto-Culver there’s a lot of world still to 
conquer. # 


LOOKING FOR SALES 
MANAGERIAL TALENT? 
If you have a top-drawer sales ® 


executive job to offer, and wish wast 


to concentrate on top-drawer =~ 


prospects, use display space in = 


Sales 


. : lovtside 
Sales Management magazine. Cuicago 


Space this size would cost 
$163. 


For rate on space in other 
units, write: 


Randy Brown 

Executive Vice President 
Sales Management 

630 Third Ave., 


New York 17, N. Y. 
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in ILLINOIS 


Population 


Aee AND STILL GROWING 


FASTEST IN ILLINOIS! 
REMARKABLE ROCKFORD 


. .. is not only first in Illinois in 
ROP Retai. :olor (has been 


for nearly two years) but was 


FIRST 

in the nation in 

August according to the Hoe 
Report on ROP color. 


Newspaper color in Rockford is 
getting SALES! Don’t miss out in 


’°62. Use spot or full color in 


ROCKFORD 
MORNING STAR € Regisfer-Republic 


Does This Ex-Sales Executive 
Deserve Another Chance? 


(continued from page 13) 


day to day, one at a time, being only myself — for 
whatever I am —and not somebody else. I must take 
my time to build, grow over the years, as it should 
be. I must and will be honest with myself — on every- 
thing—and then with others. I know now what is 
needed to, in time, make me amount to something, 
maintain a family, a home, provide a secure future. 
I will have to manage myself in many ways, especially 
finances. I will have to work hard for whatever I 
earn and have. Life and the problems of life will not 
take care of themselves. I know all this now as never 
before. I will work at it daily. The real test comes 
when a man goes out on parole, but this test I want 
and look forward to, for only by accepting the chal- 
lenge can I conquer it.” 

I think we can. I think he 
has learned some hard lessons the hard way, but I 
admit that my confidence has developed only as the 
result of a multitude of correspondence, in the form 
of letters and exhibits. One distinguishing thing about 
him is his desire to help others. This was manifest 
in his first request for the class he headed up. Since 
his return to prison he has served as a grade school 
teacher 
to “sell” 


ooesti 
suggestions 


Can we believe him? 


When he read about our proposed crusade 
selling, he came through with helpful 


Good Reports from Prison 


[ am favorably impressed with his analysis of his 
weaknesses, which I hope are only former weak- 
nesses, and I think it takes a big man to see himself 
as the “phony” he once was, but since I have never 
met + 026,088 in the flesh, I would be less confident 
about his reform if I did not have good reports on 
him from the prison. 

His present chaplain, the Rev. Wm. B. Carnes, 
writes me that he has had the assignment only two 
months, but “Rev. Thompson [the previous chaplain] 
indicated that +026,088 was making a definite effort 

to change the unhealthy patterns that involved 
him with the law, to grow spiritually, and to be a 
better husband and father. 

“It seems to me that his strength has also been his 
weakness. The same patterns that motivate him in 
attaining positions of responsibility and accomplish- 
ment also drive him into illegal actions when his 
income fails to meet his social and economic demands. 
Thus, as I see it, the problem is ‘has he reached the 
point of self understanding where he is able to suc- 
cessfully handle his drives?’ 

“On the basis of what little contact I have had 
with him, I believe he does have sufficient insight 


10 


which will enable him to channel his drives into 
proper and constructive directions.” 

A member of the Washington State Board of Prison 
Terms and Paroles has known +026,088 ever since 
his admittance to the prison. This member, Mrs. 
Helen T. Shank, writes me: 

“His institutional adjustment has been excellent. 
There is no doubt that he has done everything he 
can to better himself, and I know that he hopes to 
secure work in the field of sales promotion or mar- 
keting. 

“Any assistance that you are able to give him in 
securing employment will be the final base toward 
his rehabilitation and assuming responsibilities of 
citizenship. We appreciate your interest in Mr. ——.” 


Needs Job to Prove Self 


He doesn’t expect “big” money at the start, I’m 
sure. He needs enough to support his family in rea- 
sonable comfort and security, while he proves to his 
employer and to himself that he has emerged a 
winner. Your guess is better than mine on how much 
that calls for in your particular community. I should 
be unhappily surprised and disappointed if within 
two years he wasn’t earning and solidly deserving an 
income well up in the five figures. 

From what I have observed through letters and a 
study of various test sales plans and booklets he has 
sent me, I think that he might be best off to himself 
and employer if he worked directly under a friendly 
and understanding sales executive as an administra- 
tive assistant. He seems to have lots of ideas, coupled 
with sufficient field experience so that the ideas aren't 
too far out in left field. He strikes me as being 
excellent on such detail work as sales analysis and 
setting of potentials. It’s a good gamble, I think, that 
he could free a sales executive from a lot of bother- 
some but important detail. 

I don’t want him to come into an organization with 
a taint because of his prison record. That’s why 
have withheld his name. Doing it this way, only 
his superiors need know of his prison term. 

In telling this story of a man who wants another 
chance I am doing something never before done in 
our pages. Some of my friends will say, “Phil Salis- 
bury has gone soft. No man of 39 can make himself 
over.’ ’ May be they are right, and I admit I am operat- 
ing ona hunch, but I believe this man will make good. 

You can reach him as shown below and in reply 
he will supply his name and any other additional 
information you might want prior to a definite job 
offer: 

+ 026,088 
Box 520 
Walla Walla 
Vashington 

Arrangements could be made through B. J. Rhay, 
Superintendent, for an interview at the prison. 
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Advertisers’ Index 


This index is provided as an additional service. 


ABC-Radio 
Agency: Fladell, Harris & Breitner, Inc. 


Akron Beacon Journal 
Agency: Charles A. Jessop Co. 


Advertising Checking Bureau 
Agency: Harris, Wilson & Walt, Inc. 


American Telephone & Telegraph Co. 
(Long Lines Dept.) 
Agency: N. W. Ayer & Son, Inc. 


American Telephone & Telegraph Co. 
National Yellow Pages Service 
Agency: Cunningham & Walsh, Inc. 


Associated Business Publications 
Agency: Van Brunt & Co, 


Boca Raton Hotel & Club 
Agency: Adams & Keyes, Inc. 


Buffalo Courier-Express 
Agency: The Rumril!l Co. 


CBS Television Stations National Sales ..14-15 


Catholic Digest 
Agency: Persons Advertising 


Chicago Tribune 26-27, 4th Cover 
Agency: Foote, Cone & Belding 


Denver Chicago Trucking Co. 
Agency: Galen E. Broyles Co. 


Detroit News 
Agency: W, B. Doner & Co. 


Emery Air Freight 
Agency: J. M. Mathes, Inc. 


Engineering News-Record ............... 
Agency: Van Brunt & Co. 


Field Enterprises 
(Chicago Sun Times/Daily News) ...56—57 
Agency: Earle Ludgin & Co. 


Franklin Motor Inn 
Agency: Dittman & Kane, Inc. 


Greensboro News-Record 
Agency: Henry J. Kaufman & Associates 


Hertz System 
Agency: Needham, Louis & Brorby, Inc. 


Hospitals, Journal of 


American Hospital Association 
Agency: Bernard J. Hahn & Associates 


Industrial Equipment News 
Agency: T. N. Palmer & Co., | 


International Paper Co. 
Agency: Ogilvy, Benson & Mather, Inc. 
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Lincoln-Mercury Division, 
Ford Motor Co. ........-.+.+- 2nd Cover 
Agency: Kenyon & Eckhardt, Inc, 


ee, Newspape 
Agency: J. Walter 


Marsteller Inc, 


Milwaukee Journal 
Agency: Klau-Van Pietersom-Dunlap, Inc. 


Moline Dispatch 
Agency: Clem T. Hanson Co. 


Multi Color Process Co. os 
Agency: Louis A, Brandenburg Advertising 


Nation's Business 
Agency: Gray & Rogers 


New Yorker 
Agency: Chirurg & Cairns, Inc. 


Packaging Corp, of America 
Agency: George H. Hartman Co. 


Parade 
Agency: Reach, McClinton & Co., Inc 


Phoenix =. & Garette i 
Agency: J &T p Advertising 


Pioneer Rubber Co. _ 
Agency: Carr Liggett Advertising, Inc. 


Rock Island Argus 
Agency: Clem T. Hanson Co, 


Rockford Newspapers 
Agency: Cummings, Brand & McPherson 


Sales Meetings 


San Jose Mercury News ss 
Agency: Richard Jorgensen Advertising 


Syracuse Newspapers 
Agency: Barlow-Johnson Inc. 


Troy Record Newspapers 


U. S. News & World Report 
Agency: MacManus, John & Adams, Inc. 


United Air Lines 
Agency: N. W. Ayer & Son, Inc. 


Weekend 
Agency: Stevenson & Scott, Ltd. 


Western Union Telegraph Co. 
Agency: Benton & Bowles, Inc. 


Williams & Anderson Co. 
Agency: Horton, Church & Goff, Inc. 


Worcester Telegram-Guzette 
Agency: C. Jerry Spaulding 


The publisher does not assume any liability for errors or omissions. 
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cific Coast Manager, 3055 Wilshire 
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ter, Director of Marketing, Western 
Area, 731 E. Figueroa St., Santa 
Barbara, Calif., WOodland 2-3612. 


Washington, D. C.—Ormond O. Black, 
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The Scratch Pad 
eta OT 


Kangaroo version: 7 more hopping 
days till Christmas. 
: . 
rhe Great Divide. 
. 


Re no 


Pre-holiday reminder: Roughly half 
of us need the brakes relined on our 
hypothalamus. That’s the gizmo that 
governs appetite. 

s 

Through Brown & Bigelow, I learn 
that 30,000 members of Sales and 
Marketing Executives — International 
voted motivation the No. 1 sales prob- 
lem. That figures. When we're sure 
about what people will buy, and why, 
were in busine SS. 

4 

Sophisticated headline by 
Lynch: “Foresight Saga.” 


Merrill 


Nice play on words by Hamilton- 
Zeiss in Fortune: “Small weld, isn’t 
it?” ‘ 

° 

Unguentine stays within the fire 
department idiom when it slogans: 
Puts out pain “i 

7 

My neighbor Joe Seligman thinks 
you might be able to get lox at a 
Yale & Towne cafeteria 

* 

Writes Orville Kope of Canada’s 
broadcasting station CHAT: “Since 
the last Presidential election, the 
U.S. is no longer known as the 
United States of America but rather 
as the Dominion of Kennedy.’ 

: 

In vaudeville of blessed memory, 

in orthodontist would bs 


man, of cours¢ 


a straight 


7 

Slogan for the feather industry: 
Down, Boy! 

e e 

Old-timer: One who can remem 
ber a line that got laughs at the din- 
ner table: “No, thank vou. I’ve had 
an elegant 
would be a super abundancy.” He 
can also recall when the electric com- 
pany ex¢ hange d new bulbs for old. 


sufficiency. Any more 


BY T. HARRY THOMPSON 
ELS A RPL EE 


“Sign in a Cleveland delicatessen: 
‘What foods these morsels be!’ ”— 
Indianapolis Star. The H. J. Heinz 
copywriter who made this double- 
play years ago will be glad to be 
quoted, even by a delicatessen. 

* 

Neologists At Work Dept.: There’s 
a new French perfume named “In- 
solent.” A bad choice in your re- 
porter’s opinion. The name, that is. 

* 

And then there was the alcoholic 
copywriter running true to form by 
asking to see a “potable” typewriter. 


Curtis Research says the number of 
males over 15 owning an electric 
shaver climbed from 18 million in 
1957 to 23 million in 1960. Young 
blades are catching on. 

a 

Pigeons in the park, you might say, 

commit statutory offenses. 
° 

It’s true of people and it’s true of 
products. Putting a new suit on a 
punk won't change the basic charac- 
ter. 

° 

“He had baseball eyes: Two-bag- 

gers.”"—Richard Arlen. 
* 

A Cryptogram reminds us that good 
manners may be summed up in two 
words: “After you.” 

* 

Why do they still make typewriters 
with the “at” mark used by our grand- 
fathers in making out invoices... a 
lower-case “a” with its tail looped like 
an opossum’s? 


(I can dream, can’t I?) 


fessionally prepared or not? 


selling? 


Good Advertising Takes Guts 

There's more than mere writing involved in copy that is clear, 
cogent, evocative, and sales-minded. Somewhere there must be 
a sales executive with the power (and the viscera!) to say: 


“This copy is right for us, so please keep your cotton-picking 
paws off it. We shall run it as is, and I'll take full responsibility.” 


For years, I have contended that the best copy ever written 
was never run, that it lies moldering in some agency’s files, or 
found its way to a baling machine via the waste basket. 


Sometimes, it is the agency which lacks the deep down, enteric 
conviction that an advertisement, or a series of advertisements, 
should be backed up, fought for, and nailed to the mast. Pro- 
vided, of course, that such all-out defense was the considered 
course of the agency as a whole. 


How often do you read an advertisement or hear a com- 
mercial which “sends” you, because of its basic sales pitch, its 
sparkle, its pedestrian humanity? Aren’t you (and all of us) 
more often bored with the general run of advertising, pro- 


The subject, I confess, has been talked to death in agency 
circles, but should we not try, and try again, to lift the general 
level of such a vital force as advertising, the handmaid of 


T.H.T. 


nent DECEMBER 15, 1961 


oY rss 
7 (Esser 
od | 7 
* SIS, | pom SUBWAY 
aa, » 


‘ Wail 


rs 


SOMETHING MISSING... 


(like California without the Billion-Dollar Valley of the Bees). You’re losing some 


essentials along the way if you’re trying to cover California without including the 
state’s important inland valley. There’s a 27-county region here that belongs in your 
sales planning. Spends, in fact, $4 billion a year for consumer products. The way to 
make sure some of it is spent for your product is: advertise in the three Bees. Check 
our triple discount plan. 


Data Source: Sales Management’s 1961 Copyrighted Survey 


McCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES ... O'MARA AND ORMSBEE 


The Bees give national advertisers discounts on go bulk 2 } frequency; or @ standard pages. Check O’Mara and Ormsbee for details 
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Any market for the product you sell can be 
roughly divided into two kinds of people. 
Those who buy. And those who can’t or won't. 

Your problem is how to reach more of the 
right kind —the people who buy. In Chicago, 
that’s easy, since most of them read the 
Tribune. 

Take jewelry, for example. In city and 
suburban households, 72% of all jewelry buy- 
ers read the Sunday Tribune; 55°% read the 
Daily Tribune. 

Now maybe you sell jellies, jodhpurs or 
jeroboams instead of jewelry. It makes little 
difference. No matter what kind of buyers 
you're after, the Tribune reaches more of 
them than any other Chicago newspaper. 

Dollar for dollar of your advertising bud- 
get, the Tribune will produce greater sales 
and profits for you in Chicago. 
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More readers... 
more buyers...more results 


The Chicago Tribune 


The readers you want are the kind s@% 
who buy—and our new MARKET 
POWER study tells who they are, 
vhat they buy and how to sell them = 
more. Call a Tribune representative © 
for the full story 
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